








All, 





MMS 2 


Help—! 


Perhaps you ve never been in this position and 
needed help—but you can use help in granting credit 
privileges. Play safe during 1956 by ordering Factbilt 
credit reports on all your credit applications. With 
Factbilt credit reports before you, you can increase 
your credit business with a minimum of inconvenience 


to your customers and of risk to yourself 


Factbilt reports anywhere through affiliated members of 


Associatep Crepit Rureaus of America Ine. 


7000 Chippewa Street St. Louis 19, Missouri 








The Book that Has 
KRevolutionized COLLECTIONS 
and SKIP-TRACING! 


a] 
B 
How to i. BEFORE the Publication of this Book 
: MORTALITY RATE of Uncollected Accounts was 


0 
ee ce (according to U. S. Dept. of Commerce figures) : 
? 


Accounts 6 months past due were worth 67¢ on the dollar. 


o 
' Accounts | year past due were worth 45¢ on the dollar. 
if Accounts 2 years past due were worth 23¢ on the dollar. 
bd 3 
cs 4 
, 





Accounts 3 years past due were worth 15¢ on the dollar. 
Accounts 4 years past due were worth 12¢ on the dollar. 
Accounts 5 years past due were worth 10¢ on the dollar. 
Accounts over 6 years past due were WORTHLESS. 


? 
Aa _— 


and 


SINCE Publication of this Book—one chain organization 


alone has increased its Locates and 
of @ F Collections on WRITTEN-OFF 
ACCOU NTS—with the aid of this 0 
by A.M.TANNRATH Sr ce. ee es ewe aoe 


Average age of these accounts was 6 years; some were over 12 years old. 


‘How to LOCATE SKIPS and COLLECT”’ 


by A. M. TANNRATH 
4 >T r ‘ Fa 
SKII rFRACING Authority on Credits, Collections Collecting Old Accounts 


Procedure for the individual skip and Skip Tracing Installment Credits 
tracer 


Procedure tor the firms of vol- 7 rs . ° Current Collection 
ume business The Only Book of Its Kind Ever Published ‘ 
Fourteen different ways to locate 2 s : Merchandise in Storage 

a skip without a_ registered Hard Bound Book—270 Pages—6 x9 Bad Check Law 
letter _ ot ne é , sé 
A letter to former employers that PRICE $5.00 Conditional Sales Law 


— bring phenomenal results 
even stories of actual cases - <repDec Cc , 
where the skip has been lo- WHAT USERS SAY: 
cated, and the account col- “This is the GOLDEN KEY that unlocks thousands of 


lected through these skip trac- dollars in accounts that have defied every known skip-tracing 


ing and collection methods eedure Commer I 
c , ° d 
How, when and where to send - ‘ ee e's 


registered letters “We have used your methods on a number of accounts that 
Ten ways of locating skips by date back OVER SIX YEARS with phenomenal results.’’ 

registered letters Stellers Jewelry, Milwaukee 6, Wis Digest of Commercial Laws 
Analyzing returned registered let- “The results I have already in tracing some of my ‘closed For All States 

ters file’ skips have been overwhelming and profitable "—G. Nelson, z . 
=o to _ the job. Nevada Recovery Bureau, Las Vegas, Nev. How to Forward Claims 
racing the guarantor “ , . 
Tracing the guarantor’s job Many thousands of dollars’ worth of skip accounts have 
A ‘ been located through the direct result of your book Miller 

concrete case. ” 4 

Management Co., Nashville, Tenn 








Bankruptcy Law 
Supplementary Proceedings 


Intra and Inter-State 


Canon of Commercial Ethics 


For Collection 




















No credit or collection man can afford to be without this book! 


Order your copy today. Then get those old accounts out of storage and dust, 
and begin to turn them into real money. Put new life into dead assets. Your 
small investment will pay you a thousand times over. 


REPEAT ORDERS from Collection Agencies and CLIP AND MAIL 
Chain Organizations PROVE Its Value! THIS COUPON TODAY 


;, , NATIONAL RETAIL CREDIT ASSOCIATION 
These firms ordered copies for each of their offices or for 3 ; : : 
ent of thule enneutinen 375 Jackson Ave., St. Louis 5, Mo. 


SECURITIES CREDIT CORP. of Denver, Colo., ordered 14 copies Please send me copy(ies) of How to Locate Skips and 
MERCHANTS ACCEPTANCE CORP. of Worcester, Mass., has Collect. Check Enclosed [) Mail me a Bill [1 
ordered 21 copies = 
MILLER MANAGEMENT CO. of Nashville, Tenn ordered 160 
copies Recently they ordered an additional 84 copies They 
write *“Many thousands of dollars’ worth of skip accounts have 


been located through the direct result of your book 


You, Too, Can Profit by This Book! Order Today! 


 cemsncesneses . 


Firm Name --_--- 


. Zone State 
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STANDARD APPLICATION FORM 


(Revised) 


HE sale of millions of the old application blank indicates its popularity. 
The revised form is the result of changes suggested by members. The 
national emblem adds to its effectiveness. 


4 


The actual size of the form (reproduced below) is six inches by nine inches. 
Printed in one color. Blocked in pads of 100. Prices: 100, $1.25; 500, $5.00; 
and 1,000, $8.50. Postage is extra. 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 Jackson Ave. St. Louis 5, Missouri 
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every detail ... spaces for all needed information . . 
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Cut Collection Costs 
with 


CUSTOMER'S 
ADDRESS 


ttruew 
ENVELOPE 


ligele lol 

LOW COST NOTICES 
all-iu-one-fiece { 
MAKES COLLECTIONS 


EASIER, FASTER... SAVES 


50¢ ON EVERY DOLLAR! 


TRIPLE-DUTY combines outgoing 
envelope, notice form and return enves 
lope in one piece. Costs less to handle, 
brings in delinquent payments faster. Can 
be used in series of first, second and third 
notices. But first notices in TRIPLEe 
DUTY form do the bulk of your collece 
tion job. Make it easy for customers to 
remit payments promptly, resulting in 
improved collection efficiency. Only 2¢ 
postage, mailed anywhere in the VU. S, 


Your mail gets first-class attention from 
customers, but you pay only third-class 
rates when you use TRIPLE-DUTY. Send 
in the attached coupon for your com- 
plimentary samples and price list. See 
for yourself what TRIPLE-DUTY can 
do for you! Clip the coupon and mail 
it today. 


TRIPLE-DUTY ENVELOPE CORP. 


Affiliate of Hodes-Daniel Company, Inc. 


(Originators and sole mfrs. of Triple- pst 
—“¥ & ee 352 Fourth Avenue, New Y ork 


TRIPLE-DUTY ENVELOPE CORP. 
Altiliate of Hodes-Daniel Company, Inc. 
352 4th Ave., New York 10, N. Y. 


Gentlemen: Please send us somples and prices 
of TRIPLE-DUTY Collection Notices. 


NAME__ 





ADDRESS 





CITY. ZONE... STATE.........0 





TYPE OF BUSINESS 
CW-9-56 








An Atomic Result 


In Charge Account Solicitation 


Milton Rose 
Vice President-Charge Sales, The Peerless Company, Pawtucket, Rhode Island 


TORE MANAGEMENT and Credit Sales Man 
S agers are always concerned when customers’ charge 
accounts become inactive. “They worry about the met 
chandise, or the collection eftort being too strong, or if 
the store policies or services are keeping the customers 
away. Besides this, the files are cluttered with inactive 
accounts. You head up statements each month and then 
throw them away so you also have stationery and labor 
expense. 

We decided that we were not going to worry but 
would do something about it and find out why the 
iccounts were inactive. In May, 1956, we checked to 
tind out our customers’ reasons for not using their charge 
accounts. 

After long consideration and deliberation we designed 
the specimen card illustrated below and mailed it to all 
customers whose accounts had not been used in over six 
months. Here is our thinking in the development of 
this card. 


1. It had to be easy to fill out and easy to return so 


the customer would not be inconvenienced. 

The opening paragraph had to be such that the 
customer would continue to read further. 

We complimented the customer by saying that only 
she could give us the right answer. 

We said that we were sorry that she had not used 
the account, intimating that we had missed her. 
We asked her to do us a favor, which appeal few 
people can resist, and we also said that we hoped 


that she would say, “Keep my account active, a 





Yes or No? That is the question. Only YOU can give us the right answe 
Will you help us ? 


Shall we keep your name in our active charge account file or remove it? 
We ask because we are sorry to say, you haven! used your account in a 


long, long time 
3 9 


Will you do us the favor of filling out the reverse side of card and mail it 


to us within the next few days? No postage is necessary 


We hope you will say “Keep it active’ but we would very much appreciate 


hearing from you either way 
Thanks so much 


PEERLESS 





Keep my name on your a 
| have been paying cash 


Please remove my name fr 
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positive approach. 

We also “pulled rank” by having the « 
to the office of the President 

In the reply section we purposely 
customers to express any comments 


with the store. 


\t this time you might wonder why 
article is “An Atomic Result in Charge Account Soli 


tation.” 


‘The answer is that we had r +2‘) of the 


cards that were mailed returned to us by the customers 


The same statistics apply to our three store | believe 
vou will agree that a 42 return is practi 
of in direct mail. 
What did the customers have to sa 
Below is the analysis. 


34% filled out box which 
vour active list. | expect to use my\ 
38% said, * Keep my name on your 
pect to use my account soon. | have 
6% replied saying, “Please remove n 


list as | have been and preter 


t 


L his makes a total 


Remove my name from yout 


« 


this 22% 


el 


using the 
down as follows: 
11°) Died. 

34°7 “Close my account because 
the territory.” 
“Close my account,” with no explar 

“Close my account,” with favorable comments 

regarding our store. 


LOOG; 


It is interesting to note that only six people had a con 
We were 


amazed and gratified that 42°; returned the cards and 


plaint to make about the store and its services. 

pleased to know that so few customers had any complaint 
We felt that if the store was not functioning properly 

the customers would not hesitate to express themselves. 

Because of the return of these cards, we were 

clean out many of our dead accounts and save expense 


Another important thing that we learned 


in handling. 
was that a postcard can get excellent response with a 
lower cost. If you make your appeal short and direct, 
your response will be greater. 

We also found in analyzing the returns that the store 
operation in general must be good because of so few com 
plaints. In fact, 80% of all the people who replied took 
the time to express a favorable attitude toward the store. 
\s to the cost of this solicitation, the mailing to the 
customer with the return postcard was four cents a unit, 
and the cost of printing was $5.00 per thousand which 
brings the cost down to the lowest of any solicitation 
we have ever done. In fact, we have never heard of a 


program such as this with such a low cost and high 


return. wrk 








Problems and Solutions 
In Installing a Revolving Credit Plan 


Mike Kearney 
Credit Manager, Goldstein Migel, Waco, Texas 


HIS ARTICLI 


to install Revolving Credit Accounts, a verv lucra 


directed to those stores planning 


tive field of credit. Let us assume that management 
wants the revolving credit system installed and, naturally 
leaves all of the details up to you. The question that 
comes to vour mind first is, “Where do I start?” ‘The 


best way tor me to illustrate the procedure | used is for 


me to tell you of my actual experience, step by step, and 
to tell you of the problems that arose and the solutions 
used. 

It would be wonderful if you could go to the library 
and get a book that would cover the complete operation 
of a Revolving Credit Account in a store that does X 
number of dollars volume each year and has X number 
of people in the credit office, but as you know this is 
impossible So what should you do? You should write 
out every question you can think of concerning revolving 
credit from the ordering of the forms, manner of pro 
moting, setting up ofhce procedure and policy, indoctr 
nating the office and sales forces, etc. I had three pages 
of questions I wanted answered by someone with experi- 
ence, so I called the Credit Manager of a large store 
who had been in the revolving account business for some 
time and asked for help. He invited me to spend a day 
it the store, which I did, and many of my problems were 
solved. But I was still not completely satisfied so several 
days later I visited another store and found that the two 
stores, while arriving at the same results, did some things 
that I consider major in exactly opposite manners. This 
did not help my situation but only tended to confuse 
me, so I went back to the office, decided exactly what 
we wanted in our store, took some of the best ideas 
from each store, substituted a few of my own, and came 
up with a working arrangement that I thought best for 
our particular operation. 

Now, let us go over some of the so-called problems ot 
installing a Revolving Charge Account system. I person 
ally do not like to refer to them as problems. Instead 
| like to refer to them as decisions because that is really 
what they are. We know that there are certain things 
that must be done in all stores, no matter how large or 
how small, and that 1s the accounts must be filed, they 


} } 


must be billed, they must be promoted, and they must be 


collected. ‘There are many ways of doing all of these 
things so it will be up to you to make your own de 
cisions as to which is the most practical and economical 
for your own particular store. 

There was one thing I stressed all during the in 
stallation and that was simplicity. I wanted to keep it 
just as simple as | possibly could, to make it as easy as 
possible on our customers and our credit department 
personnel and in every decision I made, I took into con 
sideration the customer as well as the store. 

In my investigations as to how accounts are filed 
found there are three possibilities: 


1. File revolving accounts separately. 


2. File in trays with regular accounts by evcles either 


nm tront or back 
3. File everything n one alphabeti 
> ! } o} | ¢ le } . 
Betore dec ding on which is the est wal » 7 tie 
] ] | ' tr} ly] . | od 
iccounts let us Look at i tew of le probiems I voivec 


} 


that will definitely have an effect on your office procedure. 
(do vou or do vou not plan to use a Charga-Plate or 
iny tvpe of credit card to distinguish a revolvir credit 
customer trom the regul ir account customer! 

Suppose a medium-sized store pl ins to use a credit card 
for revolving accounts and they are filing iwccounts 
separately from their revulat iccounts or Dy 
front or back of the regular accounts. Every time a 
customer charges it will be necessary that the salesperson 
note on the sales ticket the type of account If this ts 
not done, then when the tickets come from sales audit 
and are being alphabetized for filing in the trays, it 1s 
necessary that the file clerl make 

in order to file If she lets 


through, or if the salesclerk f 


ilph ibetical 
ot them slip 
ils I the type of 


ot looking 


a 
account on the ticket then it will be 


in several different places for the account. Suppose we 

i little further and the customer forgets to bring 
her credit card and makes a purchase, it will then be 
necessary for the salesclerl ash every customer 
whether it is a revolving or regular account. If vou are 
ra Charga-Plate and you are planning to change 


now usin 


over to the Revolving Credit Account and you want to 


distinguish between the regular customers and the re 


credit customers, be sure to put an identifying 


mark on the plate. Several stores have coded their 
Charga-Plates in such a wav that it shows the credit 
limit and the amount of monthly payment. If this is 
done then the person filing the tickets able to 
spot it immediately and save a lot of time filing. But, 
again, what happens when a revolving account customer 
torgets the Charga P| ite ? It is again necessary that the 
clerk ask for the type of account and she has to show it 
by hand, otherwise it will cause confusion when filing. 
It also makes it necessary for the salesclerk to ask each 
customer who does not have her plate with her if she 
s a regular or Revolving Credit Account customer. It 
takes time and is just another thing the clerk has to 
think about. But it is a necessary evil and either the 
clerk has to take the time to do it or else the filing section 
will sutter. It is either one or the other. Bear this in 
mind when deciding on the filing of the accounts. Here 
is what I did to alleviate the confusion. I decided not 
to use a credit card or Charga-Plate. We tc’! our re- 
volving account customers they have exactly tt * same 
privileges as our regular account customers. VW > tell 
them not to tell the clerk what type of account they have 


All they have to do 


is to select their merchandise and to say “charge it.” By 


because it is none of their business. 


doing this it was necessary that we file all of our ac 
counts alphabetically regular, contract revolving, house, 
etc. This was the best move we ever made. It was 


not necessary to make a single change of any existing 
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procedures used by our selling force and this cut down 
vn the confusion of installing the new system. 

So before you decide on the simple question of ‘“Where 
to file the accounts,’ be sure to figure all of the angles. 
I strongly recommend filing everything in one alpha- 


betical sequence. Even if vou now use a credit card or 
Charga-Plate, | do not see any reason for ditterentiating 
between customers. A customer can have only one ac 
count, regular or revolving, and cannot, under any cir- 
cumstance, have both. \W e do, however, allow customers 
to have revolving credit and contract accounts but both 
of the ledgers are filed together and we distinguish by 
color. 


Regular Accounts Already on Books 


You will find the majority of customers that use 
the Revolving Credit Account are the ones you already 
have on regular or contract account. Therefore, a simple 
and foolproof procedure should be used for these trans- 
fers. “There are many ways that this can be done but 
again we tried to keep the procedure as simple as possi 
ble. When a customer requested a transfer, we went 
ind ledge 


sheet and all filed media. We put the pertinent informa 


to the files, pulled the credit application card 


tion on the new credit application card (a different color), 
such as name, address, phone number, wife's first name, 
and then on the ledger card we transferred the previous 
month’s balance in ink onto the new ledger card in the 
proper column with a notation that it was transferred 
from regular account and the date. On the regular a 
count ledger we made a notation on the column for 
the next month's billing “transferred to Revolving Credit 
Account.”” We immediately filed the revolving account 
in the same compartment we had the regular iccount 
We then filed the regular 


account in the paid-up files. You are probably think 


and filed the media with it. 


ing “How does this affect cycle controls?” It has no 
effect whatsoever. We still have the same amount of 
money in the files even though it is a revolving instead 
We have found that this is a simple and 


ettective way to transfer and so far all of our cycles 


of a regular. 


have balanced. 

The billing of accounts can really get involved but in 
order to give vou some ideas on the various systems 
used, I will try to explain why we went to 100 per cent 
machine-billed statements. When I say 100% machine 
billed statements, I mean that they are not touched by 
hand. Some stores use a single bar on their billing 
machine and bill both the Revolving Credit Accounts 
and regular accounts. For the matter of clarification 
let us assume that the accounts are filed in one alpha 
betical sequence. ‘The biller first goes through the tray 
and bills all of the regular accounts, clears the machine 
takes totals and then starts over in the tray again and bills 
all of the revolving accounts. ‘The first item posted 


in the purchase column is the handling charge. \fter 


ur 
the accounts are billed, all statement and media are given 


to a clerk who goes through them and posts by hand 
the amount of the monthly payment, the amount pur- 
chased over the limit, if any, and adds the two together 
and posts a total of the amount of the pavment due. 
You can 


see that it was necessary for the clerk doing the posting 


This seemed like a lot of unnecessary work. 


to look it each ledger card and determine the | mit betore 


she could post the payment due. One store had this 
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beat by coding their Addressograph plate in such a way 
that all the clerk had to do was to look at the code 
beneath the name and she could determine the limit and 
it was not necessary to look at t ‘dger sheets. ‘This 
helped a lot but created another problem which was 
every time a customer changed a limit. which 

often, the \ddressogt iph department had to be 


lat 


n order to change the coding on the plate. 
} 1 

laving a clerk to post the payment you have 
ditional chance for error. 


The second way, and the way we decided t 
after carefully weighing all of the facts, was to do every- 
thing on the machine. We had our statements and 
ledgers designed with all of the columns necessary and 
then contacted the National Cash Register Company and 
Incidentally, the bar 
Before 
inserting the statement or ledger in the machine the 
| | 


operator picKs up the balance that was due the previous 


they built us a bar to do the job. 


cost only $64.00 plus tax. Here is how it works 


month—not the balance of the account but the amount 
of payment due. She then puts the statement and ledger 
in the machine and picks up the balance of the 

We have a separate column for handling charge 
since we use one per cent If Is @asy figure and she 

this in. The next column show 


imount 


ment. Purchases and returns are shown in same column 


gives a net figure on this. Lhen the ma- 


and the mac hine 
chine automatically throws out the balance of the account. 


The biller then visually checks the balance against the 


credit limit—which is easy because it is shown on 


the ledger card and the ledger card is in the machine. If it 
is not over the limit she puts in the amount of the reg 
payment. If it is over the limit, she adds the amount 
over to the amount of monthly payment an this 
amount in the column “monthly payment The ma- 
chine then automatically gives the column 
“pay this amount.” ‘The ledger card gives this inform 

tion: amount of payment now due; actual balance of 
account; tot: 


payments; net purchases ind 


When the operator takes it out of the machine it its 
ready to be photographed and mailed. ‘This seemed to me 
to be the best way to do it, so we adopted this method. 
Of course it perfect and has many peculiarities 
connected with it. For instance, if a customer should 
pay two payments on his account in a billing period then 
the next month the machine would show in the “pay 
this amount” cclumn a zero balance. Or > customer 
paid three times the amount then it would show a credit 
balance. But this does not make too much 

because most ot them do not know anything about credit 
balances and will send a check In other words, 
the machine is too honest. There are | 


a minor nature, 


When Accounts Should Be Billed 
When should you start billing the iccounts ? You 
first day. 


starts with an “A” 


cannot start the Suppose a person whose name 


comes in the first day vou start the 
new accounts and transfers a balance of $50.00 

| ! be closing that le that rticu 
and you Nappen to be closing la cVCle la particu 


11 
vou cannot bill the customer and add a « 


V 


follows: We 


ge on an account for one day. This is a very 


problem and the solution we used is as 


rave everyone two weel “' vrace. We 1ust 








the Revolving Credit Accounts from the loth of Jar r\ 


until we start db lling on the first of ke ruar\ ‘| h 


} j 1 ' 
pave some people two weeks an ners SIX WeeKS erore 


the vo ; st bill. lf a customer ha transterred 
his account over from regular account and had paid the 
account in full, we then picked up the amount of 

ment before we put the ledger and statement in ne 
not showing any high 


m ich ne and posted the account 


credit) and posted the payment again in the payment 
column and in this way the account came out right. 
After the first month everything is normal but vou must 


improvise a little in order to get started off right. 

Do not take this part of the program too lightly. 
Make up your mind how you want the accounts pro 
moted and then call in the advertising department and 
tell them what you want and they will tell vou how 
It is the 


We had a large supply of brochures 


they want it and then compromise with them. 
best you can do. 
made that explained the account in detail and on the 


Starting with the cvcle 


back we put an application. 
being mailed at the time, we sent a folder to each a 
count and from this we got our largest response. We 
were not rushed either because they would come in 
all dur 


about the 


‘ned qu te 


the next 


ie \ddressograph department 


nts and transfers in 


cou ] 
Revolving Credit Accounts 
to write a chanve of address or 
plate” on a new 


Addressograph department 


request Tor 

customer, > sure the 
’ | 

received this information we had our credit application 

forms made up in triplicate with snap-out carbons. Phe 

original is sent to the Credit Bureau for reports on new 

‘J he second COpy Is kept in file and the third 


\V hen the ori rinal Is re 


customers. 
goes to the charge iuthorizer. 
turned trom the Bureau it replaces the duplicate in file 
provided the account Is iccepted. The duplic ite is then sent 
to the \ddressograph department tor j late. ‘The colors of 
the duplicates between Revolving Credit Accounts and 
regular accounts tell the clerk in Addressograph which type 
of plate to make. It costs only a little more to get snap- 
outs and once you use them you will be well satisfied. 

We have been in the Revolving Credit Account busi 
ness for approximately nine months. We have about 
15 per cent of our credit business now on a revolving 
account basis. Our collections have amounted to 29 
per cent or about three and one-half month turnover. 
We did not employ additional help in our credit office 
to handle these accounts. We hope to have approxi 
mately $200,000 outstanding by Christmas on hese ac 
counts. We have really enjoved having Revolving Credit 
Accounts because our customers think they are wonder 


ful and we like the new plan too. Lefiahel 





Let George Do It 





R CREDIT department had been reminded that 


‘ntire qu et had been spent with almost a 


month to would receive additional funds 


for credit sales promotion. Cur credit sales figures, at 


the same time showing 1 trend which almost 


paralleled the un money spent late on pro- 


motion. (Jur hvures were ihead it was now 


i challenge to see if we could maintain our present 


volume without spending money (which we did not have) 


on credit promotion. 
We decided that we would ‘‘Let George do it” and 


the solution to the problem was to get (jeorge”’ to work 


for nothing We had our display department construct 


tor us a colorful life-sized “dummy,” shown below, which 


priately named “George. 


1 , 
aretfully selected spot in front of 


1 


shed a bright smile and was dressed 


rh } 


l nougn made ot 


il splendor. 
yrted vyenuine 

) 

followin short 


» One 


vlenished 


1 
we plan 
very soon 


Stores, Inc., 


CREDIT WORL 7 


SEPTEMBER 1956 





The Credit Manager Is Not at Fault 


CHARLES L. TUMASEL 


Dumont, New Jersey 


HERE ARE angles of credit granting and retail 

collections that may be lost to view since some oft 
these angles do not readily appear on the surface. While 
credit granting aids tremendously for sales promotion, 
there are times when that promotion has been defeated 
after the customer becomes a well-established credit user 
and through no fault of the Credit Manager or Col 
lection Manager. 

Let us consider the customer who uses the charge 
account primarily to make certain that the delivery will 
be made at the set date and the merchandise as repre 
sented; is not in any way interested in being financed 
and pays immediately after the sale is satisfactorily com 
pleted. 
order customers. 


The situation also applied especially to mail 
The charge customer reads the Sunday newspaper 
sees something that is appealing, writes immediately and 
wants to take advantage of the sale as offered. ‘The 
store receives the order on Monday, the first day of 
business, vet later notifies the customer the merchandise 
is no longer available. How can this be possible? Or 
why must the customer receive a letter many days later 
to the effect that she must wait? This seems to be a 
common practice with reputable department stores to 
advertise what seems to be non-existent merchandise, ot 
merchandise that has not vet been stocked, but will be 


stocked after a certain volume of sales may be assured. 


Customer Buys Elsewhere 


The charge customer then tires of waiting, and buys 
elsewhere. As a result she tends to gravitate to the other 
stores that render better service. Merchandise, such as 
a bedspread, for example, may be advertised in specific 
colors, including pink and rose. “The customer orders 
rose, but receives pink. It is picked up and simultaneous 
ly another pink bedspread is delivered even though the 
store had been cautioned to make sure of rose color. The 
customer complains to the manager, who delegates some 
one to make the proper correction, but he does not bother 
to follow up the matter to its final conclusion. The 
result is that another pink bedspread is delivered and 
has to be picked up, three in all. The foregoing is an 
actual transaction, not imagination. 

Can it be expected that this prompt-paying customer 
will use her charge account further, or remain a cus 
tomer ? 

If a charge customer places an order by mail for two 
or three different kinds of merchandise involving separate 











Next Annual Conference 


The 43rd Annual International Consumer Credit Con 
ference of the National Retail Credit Association, As 
sociated Credit Bureaus of America and the Credit 
Women’s Breakfast Clubs of North America, will be 
held at the Fontainebleau Hotel, Miami Beach, Florida, 
June 16, 17, 18, 19, and 20, 1957. 
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selling departments, and bunches the order in one letter 
instead of two or three letters, why is it that most of 
the order is ignored or unfulfilled? Why is it that just 
part of the order is filled and the customer waits and 
waits for something to happen to the balance of her 


2 


order? 


Department stores will advertise merchandise for 
$2.98. ‘They will not deliver for less than $3.01, and 
will notify a charge customer by mail or phone that the 
delivery cannot be made for this sole purchase because 
of insufficient amount involved. It has cost them more 
than the three cents’ difference to decline filling the order 
for a charge customer who may buy several hundreds of 
dollars on her active charge account, thus chase her away 
from future purchasing. In suburban areas, this is pat 
ticularly true, because if the store will not deliver the 
small purchase to the outskirts of the city, then the charge 
customer will get accustomed to trading locally with 
others. Why not specify charging $3.01 for the 


$2.98 article and make delivery ? 


] 
sole 


Let us refer for a moment to pickup of unsatisfactory 
merchandise and eventual delivery of substituted mer 
chandise. The charge customer pays for the second de 
livered article, obviously owes nothing for the first, but 
is dunned for months thereafter for the original purchase 
or she may merely return the first article and get credit, 
but wants no substitution or further transaction, vet the 
store, due to inefficiency, mails her a refund check for 
something never paid for. 

\ll these foregoing examples seem to be common to 
most department stores, not just isolated cases, and lead 
me to make some observations if | may venture them 
It would seem to me that all phases of credit should be 
under the supervision and control of the Credit Manager 
and would include charge account mail orders. The 
supervisory control of that part of the Adjustment De 
partment which deals with complaints and adjustments 
pertaining to charge account merchandise should also be 


placed under the control of the Credit or Collection 


Manager. 
Extra Duties For Credit Manager 


It is not meant that the Credit Manager’s present staff 
should be burdened with extra duties, but that the section 
of the Mail Order Department obtaining orders for 
merchandise to be charged should be under his direct 
supervision. It is also meant that when adjustments are 
made pertaining to charge account merchandise, then the 
Adjustment Department section for such should be di 
rectly responsible to the Credit or Collection Manayer 

‘There should be a C.O.D. Mail Order Department, 
a Charge Account Mail Order Department, a C.O.D. 
Adjustment Department and a Charge Account Adjust 
ment Department. “Too many valuable charge customers 
are lost to stores through no fault of the Credit or Col 
lection Manager. To stop this, the Credit Manager and 
Collection Manager should have increased command of 
matters. wee 





Why We Should Stress Patient Relations 


STEPHEN F. O’CONNOR 
Business Manager, St. Mary’s Hospital, East St. Louis, Illinois 


() PHASE of hospital operation has had _ less hat in most instances we have completely overlooked the 
publicity than patient relations, and yet, when we full meaning of this very important person 
stop to think, without the patient, the hospital would Have we ever given a real thought as to why a person 


soon have to close its doors. | believe we are all familiar goes TO a speci hospit il 


2 


or doctor It must come from 
with “Public Relations,’ and the reason is, that it has some triend, a relati r business associate, who has had 


been publicized to such great lengths that it has become in experience in ¢1 *T i 1 am sure if it was the 
a by-word and | would say a very important by-word | we would not have many patients 


in our everyday lite Patient Relations,” being svr Everv one of us engaged in this field of endeavor is 


onvmous but with less attendant publicity, is not vener xpected to render a vitally necessary public service, and 


ally recognized as such by hospital personnel. part of that service is recognizing the needs of the patient. 


The success of industry depends largely upon their How can we provide this service if we are not aware of 
relations with all associated publics. Hospitals, of course, who he really is? 
are no exception. ‘I heretore every one of us 1n our field W hen the patient comes to the doctor or hospital, we 
is “Public Relations” conscious. But if we are going have to realize he is of a ditterent frame of mind than 
to do a good job. we are going to have to add another we are. He is sick, and no matter how trivial his ill 
term to our vocabulary, and it will have to be kept ness is to us, it is important to him. It only follows, 
uppermost in our mind. ‘That term is ‘Patient Re then, that he be admitted in a friendly manner and be 
lations.” put at his ease. 

It took an article written by Leonard Berry, Educa Let us analyze a few of the steps in our description 
tional Director, National Retail Credit Association, in ot “The Patient’ 
the February issue of “The Crepir Wor tp to bring this 1. The most important person? Yes, I would say he 
fact face to face with the writer. His article included is, for without him, we would soon have 
a complete description of the “Customer.” This de doors. 


to ¢ lose our 


scription hit home so hard that it made me wonder. , patient dependent on us? Yes, because if 


Have I a good description of the most important part : he would not be in the hospital. But stop 
of my job, the patient ? 


With Mr. Berry’s permission | 
used his description, with a_ few 


minor changes to fit our needs, and use them FREE for 10 days! 


| arrived at the following: 


Ws tate saien? rhe pair =| 900 COLLECTION LETTERS 
«the mot important pevon in ie L“"PAAT BRING IN THE MONEY!— 


hospital. he patient is not only : 
dependent on us, we are dependent Ready-to-use for Quick Results 
on him. HERE'S HOW TO PULL IN THE CASH—get the “‘slow pays” off your books— 


without wasting time and money! Send today for a Free-Examination copy of the great 
] he patient is not an interruption . est group of credit and collection letters ever put between the covers of a single volume— 


Complete Credit and Collection Letter Book 


by JOHN D. LITTLE 


Each and every one of the 500 letters in this mew book has been thoroughly tested and 
proved successful. Each one is ready for you to use ‘’as is’’ or with only slight varia 
not doing him a tavor by serving tions to fit your particular needs. You'll find individual letters, as well as complete 
} series dozens of openings and ‘‘hooks"’ to vary your approach techniques and 
mm. feas ready to go to work for you AT ONCE 


(Turn to ‘‘Relations,’’ page 31.) 


























of our work—he is the purpose of it. 
The patient does us a favor when 


he comes to our hospital—we are 





‘The patient is a part ot our busi ; 
I I Just a hint of the gold-mine of ideas you'll get: 
ness not an outsider 
: ° simple collection ‘‘hook"’ that brings © successful ways to collect from non 
Lhe patient is not a cold statisti in an 89% response profit organizations 
. collection series that gets speedy Jozens of fresh variations on the tire 
he is a human person with feelings TESTED AND PROVED results from bad risks some ‘‘please remit’ theme 
i ‘ SUCCESSFUL IN successful 3-stage letter that applies 3 ways to calm down customers 
and emotions. ACTUAL USE increasing pressure 14 ‘first let junned for bills already paid 
, ad hron *d . 
| he patient is not a person tX Remember, all these successful | ne L " ong be ‘ —_ = Com irecount chisel 
letters are ready for you to coll t —— e- er 5 letters to c 
argue with or match wits w ith. me ot once ond eam Gan ollect accounts charged off as u > letters to customers whose checks 
’ collectible have *‘bounced 





es could easily be worth hundreds 
Che patient is a person who comes f dollars to you. not only ir 
of ¢ r you t § Why not see for yourself how tremendously 
t } } il] > t | + increased collections u iv 10-DAY FREE TRIAL! helpful these great letters can be in your 
oOo us with fis 1liness it is our duf\ } 
time and effort. Veteran credit work Mail the coupon below for a Free-Examination copy of the book today! 
to make his stay as happy ind com men are enthusiastic in their 


praise of the ‘Complete Credit ee on au» Ga» a= a > 
fortable and as short as possible. and Collection Letter Book MAIL THIS COUPON NOW 7 


George J. Schatz, Vice-Presi PRENTICE-HALL, Inc., Dept. 5131-L1, Englewood Cliffs, N. J 
dent of Commercial Factors Cor 
poration, says This book not 
only supplies ‘know-how,’ but 
> > oF o > also makes available dozens of 
ment we can give him. Se Se eS 
The patient is the lifeblood of And W. R. Dunn, General 
. Credit Manager of General Foods 
every hospital. Corporation, says This book 
is full of the how-to-do-it of 

Ruminating upon this description making your letters human 


tactful and effective." 


The patient is deserving of the 
Please send me a Free-Examination copy of the ‘‘Complete Credit and Collection 
Letter Book.’ Within 10 days | will either remit $4.95 plus postage, 
return the book and owe nothing 


most attentive and courteous treat 


Name 
Address 
City Zone State 


SAVE! Send $4.95 with this coupon and we will pay postage 
privilege; refund guaranteed 








step by step, I think you will agree 
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Credit Sales Promotion 
New Accounts 


L. S. SOMERS, Credit Manager, McCurdy and Company, Rochester, New York 


wers in strate 


‘| he store | 


executives is not complete +. | 1 tervie 


The 


total 


Y MEETING of credit 


a session on Credit Sales Promotion. 


A 


reason 


without 
, , 
shies ( 
l 130 accounts throug 


or-+ 


( tober, ] 


evident when we realize 
lit has increased so 1 the las vears. In r 48 


cred 
1940 it totalled 8.3 billion 
other 


Here 
field, t 1 ~ 4 


to the 
1940 


ipidly in 


and now It ts billion. way to 


are a few es which are complimentary than this. 


] 


mplimentary to 


automotive Period mntinuous 


imounted t 
In 1940 all 
which includes department and specialty We 


llion. = It We 


during 


redit 
credl iccoun 


automotive 


12.6 billion. 


other retail credit. In 


o 2.1 


other 


OL ened I 


billion while now it is 


credit r 
t 


) ] ' 
was 6.2 billion while now it 19.9 bi launched our contest as 


stores ) 
first month we opened 
\lanagement I 


ided to continue 


other words, automotive credit increased 6 times the 


accounts, 


same period that all other credit increased a 


3 times not such a good record for the dey that it w 


and specialty stores. tation 
Here is l'rade IVinds by that the plan does 


Schneider, which is apropos of these remarks: 


‘It is 


businessmen 


on a permanent Dasts. 


a recent quotation trom require 


to Keep up the interest of 


Display Signs in windows, e 


surprising how many economists 
; 
debt isn't on lunchrooms, rest rooms 


the consumer 


ot 


say 
that 
This is supposed to mean that when a man is 


, , 
, ig-ticket items depart “ 
large and debt is affirmative value. E-CICKE ems departmer 

Bus Cards ind suburban 


tl 


telephone, city 


in debt, it 


becomes 


a psychologic al incentive 


idvertising, 


and trailers in local movie 


ilso T.V. 


ottered 


the debt.” oO. \ eu Spape r 


on the \ 
ot 


1 dvertise ments, 


ot 


to increase earning power to pay 


irious credit 


In recent years, competition for the customers’ dollars 
dollars Buy-now 


competition 


tation accounts not 


been keen. ind 
pay-later of 
railroad and plane tickets, college tuition, dinner clubs, 
and almost everything. An economist recently said that 
leasehold Is there 


after hearing the above figures, 


credit has very 
merchandise on credit. 

Definitely Planned Programs 
accounts after 90) day 
A Spaced Series i 


chandise and the a 


stores also includes vacations, 


tor 
lapse 
Letters 


we are living In a economy. one 


among us, that will deny ; 
llustrated 
such a description of our present-day economy ? onne-edemeaes 

services. 


It is an accepted and well-known fact that stores lose 


ot 


Telephone Call inal follow 


up to 20-25 per cent their accounts each year due 
Invitations to al 30-day cha 


away, OF 


tor 


Various 


other reasons. 


to death, 


moving 


open 


installment 


accounts. 


It is therefore necessary to open that many new accounts 
) ] 1 
lot Print credit terms on Dig-ticket 


all 


; add on’ 


to replace those which ‘are lost, but in addition a 
’ , , , 
more, because all of us would not be satisfied unless we Solicit low balance installment account 


purchases without down payment. 


went ahead each year. 


Successful stores use many methods to promote new Constant Solicitation ot cash custon 


salespeople. 

Printed Leafle ts 
Credit Plan, 
bution, in all packages deliveres 
kinds should 


customers, 


accounts and greater volume, some of which include: 


l. Direct Vail 


newlyweds, car owners, mail, telephone and cash 


, 
explaining 


to newcomer’rs, new homeowners 


exam] les, for 
| 


Ww ith 


or 


patrons, property owners, tur storage customers, 


of all 


¢ redit 


Credit 
to 


churches, teachers, civic clubs, municipal and state promotions 
CAD RD. 


attending 


customers, only new 


of 


employees, and lay-away acquire 


customers fashion shows, relatives purchases by current accounts, and to revit 


employees, and the list could go on and on. accounts. The most volume-conscious and 


House to House 


suburban areas and nearby 


solicitations in selected neighbor- credit man st and check the resul 


communities. promotions and then use the most successt 


hoods, 
1 Recent Method of Solicitation has been tried in 
New York City. 
has asked an outside firm to solicit charge 

office 


method 


enlarge the of their credit 


S¢ ope 


stores volume and pront 


One of the well-known 


mentioned earlier the term “leasehold” economy. 


accounts | 


buildings by personal calls. Such a description does tie in 


requires an exceptionally behind the increasing growth of | 


and of course the technique used 1953 
his 
, 


1} } 1 11 
Wil be Loic O Sell 


this ype of credit has crown 


would Tterent trom house to-house therefore. is another source of new icCOU! 


more borderline 





that group of customers that never felt capable of 
handling a 30-day account, or that you would never 
approve as such. Many customers are perfectly willing 
to pay the monthly service charge on Revolving Credit. 
So, you are really passing up that business if you do 
not have it and the income in interest alone can be 
sizeable. 

In December 1955 we went on Revolving Credit and 
at the same time inaugurated a Continuous Contract 
Both plans were very well received by our 
Through May 1956 we have opened 3,500 


Account. 

customer.rs, 
accounts, excluding transfers. At this point I would 
like to pass on a recommendation based on our experience 
in offering the above credit plans. My suggestion would 
be that for any store contemplating going into Revolving 
Credit, they seriously consider having only one type of 
account, such as the Mac Plan of Macy’s, San Francisco. 
Under that plan, if the customer wishes the account 
handled as a 30-day account, her payments must be made 
accordingly. If longer time is taken, a service charge is 
automatically added, and the required monthly payment 
indicated on the statement. ‘This type of plan, it would 
seem, is the answer to the numerous types of credit most 
stores have, all of which have to be explained if the 
customer is not familiar with them. 


An old idea of securing new accounts may be used 
periodically, that of an insert in monthly statements 
asking customers for the names and addresses of relatives 
and friends they believe would like an account. Our 
store has never used this type of solicitation, but it is 
my understanding that stores which have were very well 
pleased with the results. 

Among other methods used to open new accounts is 
the Reply-o-Letter. ‘This method has also been very 
effectively used in soliciting accounts in the vicinity of a 
new branch store. In most cases the percentage of 
rerections has been very low, and also a response of over 
25 per cent has been achieved, which is considered 
satisfactory with a pre-opening solicitation. It is felt 
that Reply-o-Letter is more personalized than the usual 
circular. Of course, it is much cheaper than direct mail 
where form letters are used and the name, address, and 
salutation filled in. With Reply-o-Letter, too, the 
customer's name and address automatically appear on the 


reply torm. 
Envelope Method of Solicitation 


This method of solicitation may also incorporate the 
use of a reply envelope form which serves as an appli- 
cation for a charge account. One of the advantages of 
this method is that it can be adapted to nearly any form 
of solicitation such as prospective customers in selected 
neighborhoods, cash customers, paid-up installment 
customers, new arrivals and others. It is felt that an 
over-all result of 6 per cent on this type of solicitation 
is satisfactory. 

Any store owner should strive with all his power to 
instill in all his employees that good will and consumer 
acceptance are prized possessions which will do unusual 
yes, phenomenal—things for a store. Any store which 
possesses them will find that customers are eager to open 
charge accounts and do business with that store. Let us 
all keep this constantly in our minds and make sure that 
our fellow workers do also. wae 
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COLLECT YOUR MONEY FASTER 
and FRIENDLIER! = 


a 


10 Different 


Place ‘‘Billy Dun” stickers 
Stickers ins lon Outgoing Bills and 
white gummed | |Watch the Money Roll in! 


paper, 1% x2 
Current accounts pay up faster. 
Slow accounts pay without argument. 
"We've used your ‘Billy Dun’ stickers for several months and have 
had exceptionally good results—an average of 43% increase An 
in faster says a N. Y. Advertising Agency 
nearly half of our delinquent accounts the very first 
» used your ‘Billy Duns,’ and at only a fraction of what we 
have to pay to collect them,” writes a Mfr. in R. I 
y Duns”’ are potent and blunt—yet, they leave your customer 
happy, for who can resist these adorable babies? Try them on your 
accounts for a month—they are guaranteed to work 


SAVE 10% on this Special Trial Offer 


Test this worthwhile offer which contains 500 “BILLY DUNS” 
(50 each of 10 designs) Send only $4.50 And if this test 
doesn’t pull in the money, send back the remaining stickers and 


BERNIE & COMPANY Dept. CW-10 
Roanoke, Virginia 














3534 Norway Avenue 





Missouri State Meeting 


More and more credit managers are asking themselves, 


“Ot what importance are we in the development of 
consumer credit?” The answer being, they not only 
hold a position with a salary and responsibility but the 
future of consumer credit rests in their hands, their good 
judgment and their integrity. Each credit man or 
woman may daily repeat to himself, ““Today I will do 
the best dav’s work for my organization I can, for anv- 
thing less than my best at a time like this is not enough.” 

\nd truer words were never spoken. Credit execu- 
tives not only must judge credits, but must evaluate the 
good in every applic ition. Applicants have chosen you 
or your store to purchase merchandise and it is up to you 
is individuals to pass on the merit of each application. 
Credit is more and more on the increase and it is neces- 
iry for credit executives to meet and discuss their prob- 
lems. 

With this in mind, Missouri has set September 15-16, 
1956, to get together at the Missouri Hotel, Jefferson 
City. There will be panel discussions, question and 
answer! periods and every phase ot credits and collections 
will be discussed thoroughly. Well qualified representa- 
tives will be on hand to discuss the important credit 

lems of the day. Plan to be with us then.—W. 
Franklin Evans, Vice President, Instalment Loan De- 


partment, American National Bank, St. Joseph, Missouri. 
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You Must Get Those New Accounts 


W. F. COFER 


Credit Manager, Neiman-Marcus, Dallas, Texas 


aaa predictions indicate that business will 
continue at the present or even higher level, and com 
petition is becoming keener and keener. Management 
therefore, will expect credit departments to increase credit 
sales, to get more charge account customers, and to operate 
more economically and efficiently. 

Credit executives should develop a well-rounded credit 
sales promotion program which should cover the follow 
ing: (a) charge account solicitation, (b) a definite pro 
cedure tor following up new accounts, (c) promotion of 
inactive accounts, (d) statistical information and research 
on charge account solicitation and Inactive solicitation to 
determine where best to spend the firm’s money, (e) wise 
extension of credit, (f) prompt collection of accounts, (g) 
an economical and efficient credit operation, (h) good 
customer relations and good customer service, and (i) 
selling—credit employees should sell their firm, its mer 
chandise, its services, and its convenient credit plans. The 
credit department should be familiar with the merchandise 
in the store, should know what sales promotions are in 
process, what ads are currently running, and know the 
value of suggestive selling. 

Many charge account customers are lost every day; 
some from natural causes, and others from the way they 
are treated. ‘Therefore, it is our business to get new cus 
tomers and to keep from losing old ones through careless 
ness and poor customer relations. It has been said that 
if we do not consistently get new accounts, we could theo 
retically be out ot charge account customers in seven or 
eight vears. 

Here are five methods of soliciting charge accounts 
(a) salespeople—what other source is better than through 
your own sales force, particularly as your customer is 
already in. your store shopping. We should sell our 
salespeople on credit, let them know that a customer 
with a charge account will buy 3.8 times more than a 
customer who pays cash, and give them an incentive to 
get charge account customers by setting up a definite 
program of consideration for new accounts accepted. 
This method is one of the most effective methods of 
getting new accounts, and it is a matter of constant 
promotion and training of your sales force to get satis 
factory results. (b) Direct mail—sources are many 
convention lists, preferred lists (such as country clubs 
professional lists, social clubs, etc.), newcomer lists, car 
registrations, and your own customers who buy from 
you through mail order, C.O.D., and lay-away. Decide 
on which list of potential customers you wish to solicit, 
develop a letter which is appealing and promotional, 
code the application sent with the letter, and tabulate 
the results by project or list. (c) House-to-house solici 
tation which may be done by your own personnel or 
throuvh an outside agency at a flat tee per account 
accepted d) Telephone, which may be handled as an 
individual project or through your salespeople, giving 
them a list of potential customers to call and solicit their 
accounts. e) Newspapers, radio, and television may be 
used to get new customers on your! books and into your 


store. Our experience with the newspapers has been 
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that a. small ad will have as good result 
ad, and we preter to tie in the charge account 
our regular promotion of merchandise. 

Statistical information and research on charge account 
solicitation is a must to be sure you are obtaining the 
best results for your efforts and money. Such a program 
Is necessary. Your firm would not operate a shoe de 
partment, blouse department, or any department without 
knowing whether or not these departments were making 
money, breaking even, or losing money. Likewise. we 
should not spend our firm's money on charge account 
promotion and not know the results of our efforts. Such 
statistical information will enable vou to eliminate costly 
promotions and to compare different methods and dif 
ferent projects so as to determine where best 
your charge account solicitation dollar. \lso, suc] 
tormation may be presented to management to show what 
is being done, the cost, and the results. By keeping the 
purchasing history on solicited accounts. vou can de 
termine what sales volume the credit department develops 
through its charge account solicitation efforts. This ir 


tormation always interests management. 


Figures on Charge Account Solicitation 
Here are some figures on charge account solic itation as 
developed by the sales promotion committee of the Credit 
Management Division of NRDGA. The survey shows 
that 44% of the solicited accounts opened were derived 
through salespeople, 40°% through direct mail, 12° 
through house-to-house, and 4% for all others. Th 
project covers the opening of 100,000 charge account 
and the cost figures were as follows: 
1955 Averaci 
Direct Mail : 4+.34 $1.78 
Salespeople 
H ouse-to-house 
Newspapers 
Telephone 


} 


I would like to add that the above information, although 


helpful, was not sufficiently representative of the appare 
stores to give figures that would be authoritative 

The result of any credit promotion should be 
creased sales therefore, follow the buving history of 
new accounts opened and send a systematic series of 
Naturally 


your letters should be directed with specific merchandise 


letters promoting the use of charge accounts. 


appeal. If yeu will distribute the names of new charge 
account customers to your salespeople, particularly if they 
are on commission, you will be surprised at their effective 
ness in bringing customers into your store to buy. Of 
course, all credit sales promotion goes for naught unless 
the service to your customer is constantly good. 

(sone are the days of frontiers that men like Davy 
Crockett roamed and conquered; however, there are 
frontiers today to be conquered—frontiers in science 
medicine, chemistry, research, business, and even in the 
credit department. Charge account solicitation, statisti 
cal research on the cost of solicitation, and customer re 
lations are definitely virgin frontiers that have not been 
completely explored Leah! 








RUT, according to the dictionary, is “a track worn 
A by a wheel or by habitual passage of anything; a 
groove in which anything runs; a ‘routine method of 
action or procedure from which one is not easily stirred.” 
Ruts of many kinds and conditions have had their in 
uence in the lives of many people through the years 
although it has probably been more evident in the past 
quarter century, during which our business world and 
our way of life have had the greatest change. 

\s a small boy on my grandfather's farm, deep in the 
sand and red clay hills of east Texas, the one and only 
highway known to me was the “public road,” which 
was simply a natural dirt passage cut through the woods 
that was cleared and graded once or twice each year with 
a horse-drawn “scraper.” ‘Transportation in those days 
was by wagon or buggy, and if one expected to reach 


his destination, he was careful to follow the ruts made 


} 


DY previous travelers. ‘To leave them, especially in bad 


or rainy weather, usually meant a “bog-down.” How 
different today! Our modern superhighways, express 
ways, and even farm roads have no ruts. The traveler 
in his high-powered automobile or truck, whether fast or 
slow, is on his own and has no difficulty so long as he 
stavs on the highway and observes the signs, signals, and 
markings placed there for his safety. To get “stuck”’ 
one must leave the highway and take off through field 
or woods. 


We Must Avoid the Ruts 


Yet, strange as it may seem, there still exist, figura 
tively, the ruts of vesterday on today’s business highwav. 
‘To keep modern and reap the benefits and profits in our 
business world today, one must zealously avoid the ruts. 
To remain fixed in habit or procedure and refuse to 
accept the new or the experiences of others that are 
readily available, or to follow a course of least resistance 
and preserve the status quo in our field of retail credit, 
will eventually mean serious loss of business and prestige 
and could be the means of disaster and ruin. An honest, 
open, and frank self-evaluation survey of one’s personal 
attitude, office routine, credit sales promotion plans, and 
credit department procedure to eliminate any tendency 
toward a rut or a fixed situation is a periodic necessity. 
The same rule applies even more to our retail credit 
associations and groups, from local unit to national. We 
are in the midst of a changing world with changing 
methods in the handling of retail credit! . Let us stay on 
the superhighway of credit business methods, avoiding the 
ruts and bog-downs, and move along with the traffic! 

I wish it were possible for you to read the letters and 
copies of letters that are crossing my desk. They are 


most encouraging and very optimistic. It would give vou 


an insight into the spirit of our members and leaders and 


a new vision of the magnitude and importance of our 


National Retail Credit Association. So many of them 
arry a tone of positive optimism and a prophetic note 
for a great future; and how it warms the heart to know 
how quickly and readily the dozens of committee men 
and women accept their responsibility! Some day, not 
too far distant, the National Retail Credit Association 
ilready mighty and ettective in its field, will be a yiganti 
organization many times its present size in numbers, 
influence and service, all because of YOU who, today 
ire willing to put real eftort and hard work into its 
progress. 

Qur progress into the new year, up to this date, is 
most gratifying. Mr. Crowder’s report to the directors 


tor July discloses a net increase in members for July of 


520, while Past President, Kaa Blue, informs me the 
New Orleans Retailers Credit Bureau sent in 200 new 
members. Both reports are encouraging and constitute 
a real beginning on that objective of 10,000 new mem 
Vice President Gilliland will 
have his membership plans completed and published by 


bers betore June 1, 1957. 


October or November, and then all of us will be ready 
to push an all-out membership campaign! It will be 
interesting to see who will be first to reach the goal of 
25 per cent increase! 

Reports for the second quarter of 1956 show the 
total product of the nation still rising. It exceeded a 
rate of $408 billion while personal spending reached an 
ill-time high at a rate of $264 billion annually. 
Ihese figures, together with the steel strike settlement, 
point toward a satisfactory, if not a large, volume for 
the fall and holiday season, a substantial part of which 
will pass through the credit department. 

Vacations are ended; fall is in the air! There is 
nothing yet invented that will take the place of a vacation 
or a few days or weeks away from the desk and its 
responsibility. I hope you have enjoyed a_ beautiful 
summer and that vou had a marvelous vacation. even 
to landing the “biggest one” that usually gets away, and 
that you are refreshed in body and spirit and ready for 


a great fall and winter business. The inspiration and 
energy gained from those wonderful vacation days of 
relaxation will be a real help as you plan and prepare 


tor the weeks ahead ! 


President 
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St. Louis Conference Notes 


MEMBERSHIP AWARDS—1955-1956 Denver, Colorado 

$100.00 Each Seattle, Washington 

1. Local Chairman—Helen Sawyers, Credit Bureau of Portland, Oregon 

Snohomish County, Everett, Washington. Kansas Citv. Missouri 

District Chairman—E. F. Brandt, Old National San Francisco. California 

Bank, Spokane, Washington. Fort Worth. Texas 

First Credit Bureau reporting 100 per cent National Baltimore. Maryland 

afhliation—Edward J. Ditter, Credit Bureau of 


Yakima, Yakima, Washington. 





) 


Vancouver, British Columbia, Canada 
Washington, D. C. 
Pen and Pencil Sets—Outstanding Membership Montreal; Quebec, Canada 
Work St. Louis, Missouri 
Bureau Manager—Helen Sawyers, Everett, Washington. Tacoma, Washington 
Credit Manager—Ray Edwards, Oakland, California. Los Angeles, California 
Oakland, California 
Springfield, Massachusetts 
Wichita, Kansas 


Fresno, California 


Twenty-five Leading Associations 
Listed here are the twenty-five leading retail credit 
associations, arranged according to number of National 


members : 
Minneapolis, Minnesota 


Port Arthur, Texas 
Everett, Washington 


STAND- NATIONAI 
CITY AND STATI ING MEMBERS 
Spokane, Washington l 1,149 
Pittsburgh, Pennsylvania 1,127 
New York, New York 1,118 
Dallas, Texas 1,022 Associations Reporting More Than 
100 Members 


Dallas, Texas 
" Oakland, California 
Membership Progress 1912- 1956 Yakima, Washington 
Fort Worth, Texas 
NATIONAL RETAIL CREDIT ASSOCIATION Montreal, Quebec, Canada 
THOUSANDS Seattle, Washington 
‘ 4 : a 4 Portland, Oregon 
burgh, Pennsylvania 
York, New York 
Vancouver, B. C., Canada 
Denver, Colorado 
Kansas City, Missouri 


Bozeman, Montana 


Beaumont ‘Texas 
Salt Lake City, Utah 








"isl Lida 
* 
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San Francisco, California 
St. Louis, Missouri 


See 


nue 
it! 


New Units Reporting More Than 
25 Members 


Pasco, Washington 
Idaho Falls, Idaho 
Pocatello, Idaho 
‘Texas City, Texas 

I phrat 1, Washington 
Sunnyside, Washington 
Priest River, Idaho 
Sand Point, Idaho 
Hermosa Beach, California 
Shelby, Montana 
Amsterdam, New York 
Clinton, Iowa 

KF] Centro, California 
Las \ evas, Nevada 
Plainview, Texas 


Paducah, Kentucky 


| 
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“I attended the St. Louis Conference and wish to 
add my humble congratulations to you and your 
staff for a wonderful experience. This was my first 
convention and I plan to keep a pleasant memory of 
it. Many good ideas were picked up there and put 
into action on my return. I attended all the general 
sessions and the petroleum group meetings. Is there 
a possibility that next year the petroleum group 
carry some time for credit people in the fuel field? 
If there were enough requests, could a specialized 
group be formed? The local association here plan 
to send a large delegation to the annual conference 
next year.”—Pierre Blanchard, Supervisor, Collec- 
tion Department, Canadian Import Company, Que- 
bec City, Quebec, Canada. 
Personally | felt that the St. Louis Conference was 

orth all ettorts that were put into it and | was parti 

ipressed with the effectiveness of the fine group sessions which, 
believe, were one of the outstanding parts of the Conference 

would like to see the planning of the program divided among 

is it was at the St. Louis Conference as I think 

irden to put it on the shoulders of any one group 

sO ippy to visit some of my old friends in St. Louis 

among whom were Jack and Mrs. Horner, having met them at 
the Rochester Conference when Charles M. Reed was President 

\. J. King, Credit Manager, Kennard-Pyle Company, Wi 

mington, Delaware 
“The International Consumer Credit Conference 
held at St. Louis, June 17-21, 1956, created a new 
standard for future conventions. It is difficult to see 
how the conference program, entertainment and 

arrangements for the delegates could have been im- 

proved. Thanks are most certainly due to all in the 

national organizations, the National Retail Credit 

Association, the Associated Credit Bureaus of 

America and the Credit Women’s Breakfast Clubs 

of North America who worked together so success- 

fully in the planning and carrying out of what many 
will agree was the best of the forty-two annual con- 
ferences sponsored by the National Retail Credit 

Association.”—Max Meyer, President, The Credit 

Bureau of Lincoln, Inc., Lincoln, Nebraska. 

The three national organizations are to be commended for 

the fine conference they planne 1 ind conducted at St Louis 


The mechanics of the conference seemed to | 


e very cCarerully 
planned and all parts of the program went off 
well As a suggestion, I feel that more audience 
would be desirable on the panels There are too many people 
with ideas and questions who are reluctant to speak up in an 
assembly. Possibly a way can be worked out to make the peo 
ple feel more at home and panel discussions in the general 
sessions less formal V. E. Rasmussen, President, District 1 


Evergreen Cemetery Company, Seattle, Washington 


exceeding|\ 


parti ipation 


“TI enjoyed the opportunity to act as moderator and 
to assist in the successful 42nd Annual International 
Consumer Credit Conference put on under the 
auspices of the National Association. This is one of 
the best Conferences that we have had and I fecl 
that your staff and the St. Louis group should be 
congratulated for the fine work in handling this con- 
ference.”"—Eldon L. Taylor, First Vice President, 
National Retail Association, Glen Brothers Music 
Company, Ogden, Utah = 

linating ommiuttee es 
late 


Ass 


— eo 


J St Louis C 
omments on the f. OUuLS onyerence 


meet the cha 
meetings which went pretty 

ind discussion meeting on di 

lems should g far toward the 

standing and sympathy in direction of s 


issociation 


lving 


thro ! 1 on definite things were broug 


could take hor leas which will make such 
ind more Featured speakers played a larg 
making the convention an outstanding success, contr 
n ilks straightforward information, s pporting ¢ 
point with solid proof of facts, spiced with humor 
tinul of the inquet program was well planned 
participations prepense All reports indicate that the 
Conterence was one of the most successtul—outsta 
beneficial in every way—that has been held Hotel 
ments, room arrangements, programming—everyvthing 
ceived nothing but praise Mrs. Una Pearson, Past Presic 
Credit Women's Breakfast Clubs of North America. Pear 
Fort Smith, Arkansas 
“The 42nd Annual International Consumer Credit 
Conference held at St. Louis in June was, in my 
opinion, well handled and the three National organ- 
izations responsible for arrangements and planning 
should be complimented. General sessions were well 
attended with less movement by delegates in and out 
of the room during the meeting time which would 
indicate subjects presented by various speakers were 
of interest and well received. Moderators and dis- 
cussion leaders did a fine job of keeping their respec- 
tive groups in control and their time schedule was 
closely followed. All in all, the conference was suc- 
cessful, and the program committee did an outstand- 
ing job especially in the way of entertainment for 
visiting ladies. It is my recommendation that the 
three National organizations assume responsibility for 
arrangements and program planning for future Na- 
tional conferences.”"—Fred L. Train, General Man- 
ager, Merchants Credit Association of San Diego, 
San Diego, California. 
fSefore leaving St. Louis after the Confe 
to thank all of vou for the 


rence I neglecte 1 
courtesies shown us during the tour 
f your headquarters. I enjoyed my visit to 375 Jackson Ave 
nue and appreciated your showing us around. Thanks, too, for 
having those busses pick us up during the storm the 
ittended the show I was enjoving tne performan e so 
when the clouds let loose If ‘Paint Your Wagon’ is p 
at any of our outdoor theatres, I am going to see it Elmer 
H. Ward, Manager, Uniontown Credit Bureau, In Union 
Pennsylvania 


You are to be congratulated on a most successful 
conference. It was certainly one of the biggest 
thrills of my life to fly out to St. Louis to attend 
Also, I wish to express my sincere appreciation to 
you for publicizing the Crediphoto Reporting system 
and for the extra copies of The CREDIT WORLD 
which you were so kind as to send me. The best of 
good health and good luck to you and you will be 
hearing from Nyack regarding additional members 


(Turn to page 18.) 
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The National Retail Credit Association 44, 
With a Birthday Party on its bolden Anniversary, 
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The National Retail Credit Association 
honors 
The Associated Credit Bureaus of America 
with « 
GOLDEN ANNIVERSARY PARTY 
a> ta St. Louis 





rs the Associated Credit Bureaus of America 
theraton-Jefferson Hotel, St. Louis, June 2l, 1956 
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of the National Retail Credit Association very soon.” 
—G. Winthrop Wells, Manager, Credit Bureau of 
Rockland County, Nyack, New York. 


Iie recent International Credit Conference held in St 
Louis was the finest | have attended in the past 20 years 
The smoothness with which every detail from registration to 
banquet finale and all in-between activities were operated, 
made it a most pleasant occasion The excellence of the gen 
sessions, group sessions, and all other phases showed 


and coordinated planning by the participating organ 


4 za 


May I especially commend for the outstanding pet 
rmance of their dithcult assignments the C.W.B.C. of St 
der the able direction of Mary Mazzoni, Messrs 
Berry, Hert and Spafford | hope a similar pattern for 
future conterences will be used, and if this is done 


we shall continue to have outstanding conferences 
White, Credit Manager, The Fair, Chicago, Illinois 


“It was an excellent conference and well handled.” 
—C. A. Wildes, Credit Bureau of Minneapolis, 
Minneapolis, Minnesota. d 
Ihe St. Louis Convention was outstanding I enjoved it 
very much and congratulate all who took part in its p1 
and the planning.”—Clarence E. Wolfinger, Credit Man 
Lit Brothers, Philadelphia, Pennsylvania 


rogram 


ivet 


“We all thought it was a wonderful Convention. 
Congratulations on the continued progress of the 
National Retail Credit Association and, of course, 
upon the Anniversary Party.”—George T. Wruck, 
General Manager, Associated Retailers of Omaha, 
Omaha, Nebraska. 


I want to congratulate you on the way the meeting was 
conducted and the program you lined up for us This was my 
a 
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onvention it | think 
Banking and Finat 
as and methods Let me t 
t iI presenting the pitt to 
1d how much to s 
heiently John W 
is, Dallas, Texas 
“I want to tell you, Lindley, that I think the St. 
Louis Conference was an outstand.ng one and the 
three organizations did a splendid job conducting 
it."—Edward J. Strasma, Manager, Credit Bureau of 
Kankakee County, Kankakee, Illinois 
Congrat ition 
ned I he 


rs, Denve ( rado 

“Congratulations to the staffs of National Retail 
Credit Association, Associated Credit Bureaus of 
America and Credit Women’s Breakfast Clubs of 
North America for the grand job they did in putting 
on the 1956 Conference. During and since the meet- 
ing I have heard nothing but complimentary remarks 
about the meeting. Having served on one national 
conference, I know the work involved. I imagine the 
credit office staffs of the various stores in St. Louis 
were very appreciative of the work done for them. 
It is my recommendation that the same procedure be 
followed in the future.”"—L. S. Somers, Director of 
Accounts, McCurdy and Company, Rochester, New 
York. 
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Write 
for plan that opens Write 
used accts. for less for plan that converts 
for old inactives into active 


BRANCH STORES REVOLVING ACCTS 


Find out whe wally gets lop 
weacl(s at lowest final cost 
Write 





a al 


For proof and Low-Cost Test-Plan! Compare! 





29th success-year with Abraham & Straus; Foley's; Jordan | 
Marsh; May Co.; and other top stores, large & small. | 





For ace Akron store, our unique mdse.-fashion approach opened 


1,000 NEW CHARGE ACCTS. 

| 
| 
for 50><¢ each 

N Accts. d for G ke's, N. J. 
3000 cael Meiiedn the stegroen pn $301,000 | 
“a 
WE REVIVE 50% to 70% INACTIVES | 
(50°) Inact in famed T t 
3725 bought ro omg thn - tikes $241,000 


ccstee BF OZIMEAM comany | 


es 160 FIFTH AVENUE, N.Y. C. 10 
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National Retail Credit Week 
Howell, Hen ‘ | Fur 
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——Wanted to Buy— Coming District Meetings 


Credit Bureau with good collection clientele. Box 
9562, The Crepir Wor-p. District One (Connecticut, Maine, Massachusetts 
Coeur d’Alene Shows Credit Film New Hampshire, Rhode Island, Vermont, Provinces of 
Ihe Retail Credit Association, Coeur d’Alene, Idaho, Quebec, New Brunswick, Nova Scotia and Prince 
has shown N.R.C.A.’s film, “The Good Things of Life Edward Island, Canada) will hold its annual meeting at 
on Credit,” to local service clubs, P.T.A. groups, high the New Ocean House, Swampscott, Massachusetts 
schools, and junior college. Over 650 people saw the April 28, 29 and 30, 1957. 
iln Following the showings, question-and-answer District Three (Florida, Georgia, North Carolina 
periods were conducted and sincere interest was mani and South Carolina) and District Four (Alabama 


tested. Louisiana, Mississippi, and Tennessee) will hold thet: 


Miss Willie Martin Retires 
Miss Willie Martin, Credit Manager, Goldstein's, 


Waco, Texas, for the past 35 years, retired April 6, 


annual meetings in conjunction with the 43rd Annual 
International Consumer Credit Conference, Fontaine 
bleau Hotel, Miami Beach, Florida, June 16, 17, IS 
19, and 20, 1957 

District Five (Kentucky, Michigan, Ohio, Ont 


Canada, Illinois, Indiana and Wisconsin, except 


1956. She was honored with a surprise luncheon by the 
Retail Credit Executives of Waco and Waco Credit 
Women’s Club at the Raleigh Hotel. She is a past presi 
dent of both groups and a board member of the Texas 
Credit Union League. Another honor was bestowed on perior) will hold its annual meeting in Niag 

her during the “Orchid for You” program over a local ()ntario, Canada, February 23, 24, 25 and 26 

radio station. She was presented the orchid because District Six (lowa, Minnesota, Nebraska, Nort! 
her “hobby” is keeping sick people and shut-ins happy Dakota, South Dakota, Superior, Wisconsin, and Mar 
Each Sunday she goes calling on the sick. She also toba. C | 


inada) will hold its annual meeting in Du 
keeps busy sending greeting cards or little notes to many ‘nnesot 0 » 195 
| innesota, arch , ll and 12 


shut-ins. “The N.R.C.A. wishes Miss Martin many 


vears of health and happiness in her well-deserved re 


District Eight (Texas) will hold its annual meeting 
in Fort Worth, Texas, May 18, 19, 20 and 21, 1957 
District Ten Alaska, Idaho, Montana, Oregor 
Can Any City Top This? Washington, Provinces of Alberta, British Columb 
and Saskatchewan, Canada) will hold its annual meet 
ing at the Davenport, Hotel, Spokane, Washing 
. May 18, 19, 20 and 21, 1957 


tirement. 


When the picture below was taken several months ago 
New Orleans, Louisiana, had the distinction of havi 
live current f lents in retail credit associations, 
national. two state. and two local. Left to right. seated District Eleven Arizona, California, Nevada and 
ure: Helen Geeck. Kirschman’s. President Hawaii) will hold its annual meeting » Latavett 
Women’s Breakfast Club of New Orleans; Z Hotel, Long Beach, California, February 1, 1S 
19. 1957 


/. 


Blue, Foundation Plan, President, National Retail Credit 

Association; and Dee Drouant, Greiner Auto Parts 

Company, President, Louisiana Credit Women’s Breal Fred Hesse 

fast Club. Standing, left to right, are: Alex E. Maier . , 

Jr... New Orleans Public Service, President. The Retail Fred Hesse, 59, credit manager, Lipman Wolte & C 
; Portland, Oregon, since 1934, died suddenly August 

1956. He was a veteran of World War I and a men 

of the American Legion. He was also a member of 

Portland Golf Club and the Chamber of Commerce 


was president of the Retail Credit Association of 





t Association of New Orleans; and Roland Ruiz. 
Holmes Company, President, Louisiana Retail 


\ssociation. Has this ever happened before in 


land in 1953-1954 and director and committee chair 

tor many years. He is survived by his widow, a d vughter 
two brothers, and a sister. Highly respected for his 
outstanding professional stature and beloved for his warn 
friendship and ready helpfulness, he is deeply mourned 
by his intensely loyal statt, as well as his devoted friend 


ind associates. 


= e,e y 
—Position Wanted— 
Qualitied and experienced collection wency manavert 
position managing collection department ot t 
Credit Bureau. Excellent reterences Sox D556] lhe 


Crepir Worvp. 





A Visit With Past President Kant 


Returning home recently Trom the Upper Peninsula of Michigan we 
spent a very pleasant day with Past President Erwin Kant and Mrs. Kant 
at their home in Twin Waters Resort, Big St. Germain Lake, three miles 
trom the village of St. Germain, Wisconsin. It is located approximately 
275 miles north of Milwaukee and is in a section of the state in which 
there are hundreds of beautiful lakes and wild game abounds. Fishing is 
said to be excellent. 

The Kant home was built in 1941, the year Erwin served as President 
of the N.R.C.A. Since then seven buildings have been erected. “The cabins 
contain one, two and three bedrooms and all modern conveniences. It is 
a most restful vacation spot and anyone interested in spending a vacation 
there should communicate with Mr. Kant early next year for 1957 reset 
vations. 

Erwin and Mrs. Kant are enjoying good health and are happy in their 
retirement. ‘The visit afforded us an opportunity to discuss activities of 


the N.R.C.A. and our mutual friends. 


had not been able to attend our annual conferences for some years because 
al 


Erwin expressed regret that he 
ey are held in the heart of the resort season. He did promise, however, 


to attend our 50th Anniversary Conference to be held in Spokane, Wash 
) 


ington, in June 196 
Erwin will be delighted to hear from the “old timers” and his other 
credit fraternity friends. His address is “Twin Waters Resort, Sayner, 


Vilas County, Wisconsin.—L. 8. Crowder 


Oakland Credit Bureau Elects R. C. Edwards 


\t their annual meeting on March 12, 1956, the board of directors ot 
Credit Bureau of the Greater East Bay, Oakland, California, elected 
Mr. Edwards, former 
ly Credit Manager, Smiths, Oakland, assumed active management of the 


. C. Edwards, Secretary Manager ot the Bureau. 


Bureau, April 2, 1956. The Credit Bureau, a merchant-owned, non-profit 
corporation, was organized in May 1917, for the protection of retail credit 
in the community. Starting with a staff of five employees, the bureau has 
kept pace with the rapid growth of Alameda County by establishing branch 
offices at Hayward and Fremont in addition to the main office. ‘The present 
staff of 80 employees enables its members to give prompt service to their 


credit customers. 


Annual Conference on Distribution 


The 28th Annual Boston Conference on Distribution will be held at 
the Statler Hotel, Boston, Massachusetts, October 22 £3, 1956. This 
world-famous national gathering of business leaders offers another annual 
ippraisal of economic trends and new developments affecting distribution 
ind related business and industry. The Boston Conference is recognized 
internationally for the high quality of its discussions and its unique 
character. Its Reports of proceedings have received wide acceptance here 
and abroad. ‘They have proved valuable as aids in determining business 
policy and in the training of future executives in the field of distribution. 
The theme this year is “Guideposts to More Effective Distribution.” 
Hundreds of executives interested in the dynamic changes going on in 
distribution and in what leaders in the field have to say about what lies 
thead have found the Boston Conference well worth their time. The 
National Retail Credit Association is one ot the cooperating organizations 


with the Conference 


Lew Hahn 


Lew Hahr tormer long-time president ot the National Retail Dry 


Goods Association, died July 26, 1956, in Point Pleasant Hospital, Point 


Pleasant, following a heart attack’ he had suffered July 22, 1956. He 


was 74+ vears old. Mr. Hahn, who had retired from the N.R.D.G.A. in 


the spring of 1952, was at his summer home in Mantoloking, New Jersey, 


when he was stricken. Mr. Hahn is survived by his wife, Ethel, two sons 


two brothers and a sister. 
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FREE! 


Ten BRAND NEW Ways for 
You to Collect “Past Due” 
Accounts Yet Retain 
Customer Goodwill 


Cut Collection Costs 
with 
Collection Stickers 


All of them are guaranteed to bring 
prompt payment from customers who 
let their accounts lag behind. In the 
selection you'll find stickers for every 
tvpe of debtor from the “slow-pays”’ 
to the really tough-skinned ones. With 
these stickers you can be sure your 
statements will stand out from others. 
\nd that is important. For, as you 
know, money has been tightening up. 
And the creditor who prods his “slow- 
pays’ gently, jogs them into prompt 
payment. Let us send you these 10 
different stickers free. 
nothing. 


They cost you 
You are under no obliga- 
tion! But we are so convinced vou 
will want more that we are giving 
these stickers to you absolutely free/ 
For mailing now we will also include 
a “stop credit notice” which is guaran 
teed to pull up to 80 per cent. 


MAIL THIS COUPON NOW! 


COLLECTION AIDS CO., Dept 
380 MAIN STREET 
East ORANGE, New JERSEY 


Rush free the 10 stickers that help cut 
collection cost and Stop Credit” 
notices I am under no obligation 
and no salesman will call 


Firm 
By 
Addre ss 


City 





LEONARD BERRY 


M”°! CREDIT OFFICES seemingly must ,use 
form letters. It would be wonderful if this were 
not true that each letter could be truly a personal 
one. However, the enormous number of credit and col 
lection situations requiring letters and, in many cases, 
lack of competent office personnel make some degree of 
routine operation inevitable. 

Of course, one way to get around this problem is to 
substitute for the form, as far as possible, a printed or 
engraved notice. Such notices possess dignity and at- 
tractiveness while at the same time they can be quickly 
and efficiently prepared for mailing without any special 
skill being required. Retail credit executives should study 
all the situations in which form letters are now being 
used to discover if substitution of printed or engraved 
notices would be better procedure. 

Usually the 


body of the letter is perfectly prepared, by mechanical 


The faults of form letters are many. 


processes of various kinds, while the fill-in of customer’s 
name and address is often poorly done and seldom 
matched to the typing of the letter itself. This pro- 
claims the letter to-be a form. It is a mass-produced 
communication, trying to appear to be personal, but de- 
ceiving nobody. In many cases, it would be better to be 


frankly “impersonal.” 


Seldom are form letters revised. “The same wording is 
used over and over again, with the letters often being 
sent to the same people, time after time. Revision of form 
letters should be undertaken at least every six months. 
\ change is necessary even if no improvement results. 
Too little time is spent on writing form letters. If a 
personal letter to one customer is worth careful prepa- 
ration, then surely a form letter, sent probably to a 
thousand customers, should be several times as good. 
A form letter is 
often written hurriedly and under pressure to meet an 


However, this is not usually the case. 


immediate demand. <A better wav would be to draft 
several versions of the proposed form and have them 
criticized constructively by others in the office. This is 
no reflection on the letter-writing ability of the person 
writing the letter but rather to get the reactions of others 
to the letter. The greatest handicap to a form letter is 
its impersonalization. The form, to be successful, should 
read as nearly like an individual letter as it can be made 
to do. A good form letter cannot be ‘dashed off.’ 
Polishing and “tightening” are desirable even if time- 
consuming. Care pays off. 

Many firms have successfully used Form Paragraph 
Books. ‘The procedure is to develop standard paragraphs 
covering specific situations, They take great care about 


the wording of these paragraphs with the result that 
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whatever it says is well said. “The paragraphs are classi- 
fed and numbered and put in a loose-leaf type of binder. 
Excellent letters can be produced merely by designating 
a succession of numbered paragraphs. Considerable time, 
both that ot the dictator and stenographer, is saved by 
this plan. 

Here is a good test for that new form 


just written: 


z Is it too long or too short ? 


) 2 


Does it waste words in telling its message 
3. Is it readable (preferably aloud) as a coheren 
connected message ? 
+. Is it likely to build good will or make enemies ? 
5. Is the style easy and smooth or starched and stilted ? 
6. Could more expressive or easier understood words 
be used ? 


Would | like to receive sucl 


similar circumstances ? 


Without doubt, we shall always have torm letters with 
Us. However, we can make them better communications 
by taking the care with their preparation and mailing that 


they deser\ Se. 


This Month’s Illustrations ™—> 

All the letters illustrated this month are taken from 
past issues of the Effective Credit and Collection Letters 
Service. This N.R.C.A. service is available to members 
at the nominal cost of $12.00 per year. Each month 
four original letters dealing with various phases of credit 
office situations, and two pages of commentary on letter 
writing and related matters in general, are mailed to 
subscribers. \ valuable “library” of letters can thus 
be accumulated and reference made to them when form 
letters are being prepared or new ideas for personally 
dictated letters are sought. 

Illustration No. 1. Here is a credit sales promotion 
letter to be sent to approved prospects for credit facilities. 
It is short and to the point while being warm and friend- 
ly in tone. 

Illustration No. 2. 


opportunities can be made out of the renewed use of 


Excellent goodwill-building 


accounts. Here is a friendly “thank you” note. 


Illustration No. 3. Declining an account by letter 
is a most difficult letter writing situation. If such a 
letter must be written, here is a suggested example. 

Illustration No. 4. Collection letters should be 
brief . . . few people enjoy reading lengthy letters about 
unpaid obligations. This employs a light, friendly ap- 
rgested for use in the early stages of follow-up. 


proach, su 














LETTER ACKNOWLEDS ING REWEWED 
CREDIT SALES PROMOTION LETTER «- APPROVED PROSPECTS FOR CHARGE ACCOUNTS. 


Mre. John 
00 Main 


Your 


Dear Mre. Customer: 


words are required to bring to 
fulness i convenience of « 

charge eccount et this store. Dear Mre. 2 Lomer + 
This is « “thank you" note, 


have to say when next you Tes, it was « real pleasure to note renewed use 
Instantly, your purchases of your charge account. 

will be epproved and your charge account fully 

estaebiisned. 


And we do hope y 


dially yours, 


ordially yours, 


MANAGER OF CREDIT SALES 




















LETTER DECLINING WEW A 
COLLECTION LETTER « MONTHLY ACOOUNT 


Dear Mre. Oustomer 


Your application for a charge account with 
moet welcome because 
this s 


it shows your confi 
Dear Mre. Customer: 


Nothing would give us greater pleasure than to be 
Wanted...your signature! to open an account for you immediately. How 
because the information we have is insuffi- 
No, we are not autograph hounds...we just want #2 not possible at this perticular 
your signature on « check for your past due We are truly sorry that this has to be so. 
account with us. 


Tou don't have to write us « letter; we under- 
stand that once in s while almost every customer 
finds it nec ary to delay payment for one reason 
or another. No harm done. you pay today. 

In the meantime, 


Thanks...for your signature. take advantage 


Cordially yours, 


Cordially yours, 
MANAGER OF CREDIT SALES 
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Instalment Credit Extended and Repaid 


Estimates of short- and intermediate-term credit, in millions of dollars 


Total 
or month 
Iextende 





SEASONALLY ADJUSTED® 
1955 Apr — 
May 
June 
July 
Aug 
Sept 


‘ 








*Includes adjustment for differences in trading days repaid are based on information from accounting re« 
NoTE.—Back figures by months for the period 1940-52, to- outlets and financial institutions and include all « 
gether with a discussion of the composition and characteristics under the instalment contract Renewals and refinancing 
of the data and a description of the methods used to derive the loz , repurcecl and resales of instalment paper, and certain 
estimates, are shown in the BULLETIN for January 1954, pp. 9-22 ictions may increase the amount of both credit ex 
Monthly figures for 1953 are shown in the BULLETIN for Novem l rd ¢ ! r 1 without adding to the amount of credit 
ber 1954, p. 1212 Estimates of instalment credit extended and outstanding 


Consumer Credit, by Major Parts 


Estimated amounts of short- and intermediate-term credit outstanding, in millions of 


Instalment credit Noninstalment 
Other he pair 
onsumer ndn Per 
goods ernization 


paper an 





; 

] 

‘ 

8,099 

1 
; 





="a9 











‘Represents all consumer instalment credit extended for the I ¢.—Monthly figures for the period December 1939 through 
purpose of purchasing automobiles and other consumer goods 951 and a general description of the series are shown on pp 
and secured by the items purchased, whether held by retail out 36-354 of the BULLETIN for April 1953 Revised monthly 
lets or financial institutions. Includes credit on purchases by figures are shown in later BULLETINS: 1952, November 1953, p 
individuals of automobiles or other consumer goods that may 1214; 1953, November 1954, p. 1212 \ detailed description of 
be used in part for business the methods used to derive the estimates may be obtained fron 

*Represents repair and modernization loans held by financia Division of Research and Statistics 
institutions; holdings of retail outlets are included in other 
consumer goods paper. 


T 
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"OORhBOTTON 


comparative | ~—=——" ae 
[PIR OLRT RA CaS 


July 19.56 cs. July 1955 


N.B.C.A. WOMEN'S SPECIALTY MEN'S CLOTHING 


TORE RE 

DISTRICT — ee 
and 1956 1955 1956 1955 1956 1955 1956 1955 
CITIES av | HI |Lo AV | HI | Lo AV | HI | ] | ut | | ut | 


+ 





DEPARTMENT STORES 


(Open Accounts) 


DEPARTMENT STORES 


(Installment Accounts) 


Lo | av. | HI HI. | LO| Av.| HI Av. | Ht | LO] av.| Ht | LO 


Boston. Mass 38 546 5/33 2/39 0/43 7/35 0914 1}239/61 1150/265 
Portland Me — |499 557 |55 9|556 164 149/166 
| Providence, R I 42 2}449)35 11446/502/41 2 

Springfield. Mass 56 8\577)|559156 4|565|562 21259122 41 245)269)2 
Worcester. Mass 47 | |47 2/470 167/201 





2New York. NY 479/26 44127)}) 11911041105 





Birmingham. Ala 


New Orleans. La 





Cincinnati. Ohio 
Cleveland. Ohio 
Louisville Ky 


644/91) 7 (43 


463/508/418 
5 Milwaukee Wis 9615 °) ‘ 7 | i47}1 451 57 11540/€ 


Toledo. Ohio 


Youngstown Ohio” 


93 2/470 
549/43 6 
2 0) 480151 0!640/50 0 
475 


Ottawa Ont 





6 Minneapolis. Minn 423°433°\412 





Kansas City. Mo 
St Louis. Mo 


7 
46 5 |560 |46 2 





Dallas. Texas 
8 Ft Worth Texas 


Houston. Texas 





Denver. Colo 


Salt Lake City. Utah 





\OSpokane. Wash 50 7|55 6/45 8/498 121432 





Los Angeles. Calif 67 2 449 
Oakland. Calif 645/576 
|| Santa Barbara. Calif = 

San Francisco. Calif - - _ . - = 
66 3/560] — |216| — 207/170 _ - 7 
486/3961149\/200)117 209)123 37.7|35.7 439|517|360 
396/300) — | —| — 92/80 -|— _ 
453/414) —| —| - 188)13) 


i 


San Jose. Calif 





Baltimore Md 
\2Philadelphia Pa 
Washington. D.C 



































© Figures for June. ° Includes 30—60—90-day accounts. 


Consumer Credit for June 


CONSUMER INSTALMENT credit outstanding increased 
$299 million during June to an estimated $28,890 million at 
the month-end. This rise compares with increases of $765 
million and $230 million in June of 1955 and 1954, respec- 
tively. Each major type of instalment credit outstanding rose 


year and $365 million in the fourth quarter of 1955. 
Reserve Board. 


Federal 


Retail Furniture Report for June 


INSTALMENT ACCOUNTS outstanding at furniture 
stores during June continued at about the level of the pre- 
during the month. Increases of $201 million in automobile ceding two months, and at the month-end were 4 per cent 
paper and $74 million in personal loans, somewhat larger than above a year ago. Instalment collections amounted to about 
seasonal, accounted for most of the total increase. Total short- 12 per cent of first-of-month balances, the same as both a 
and intermediate-term consumer credit outstanding amounted month ago and a year ago. Practically no change occurred 
to an estimated $37,093 million at the end of June, $519 million in sales at reporting furniture stores from May to June but 
above the preceding month-end and $4,622 million above a volume continued above a year earlier. Sales in the first six 
year ago. Seasonally adjusted instalment credit extended dur- months of 1956 were 4 per cent above the corresponding 
ing June, estimated at $2,951 million, was $100 million below period of last year, reflecting increases of 4 per cent in instal- 
May and $228 million below June of last year. Extensions ment sales, 7 per cent in charge-account sales, and 2 per cent 
continued to exceed repayments, estimated at $2,831 in June, in cash sales. The retail value of furniture store inventories 
and the seasonally adjusted increase in outstanding instalment 


credit amounted to $120 million. The average monthly in- 
crease of $169 million in the second quarter compares with an 
average increase of $273 million in the first quarter of this 


decreased 4 per cent during June, but at the month-end was 
4 per cent above a year earlier. Stocks on hand amounted to 
about a 4 months’ supply at the June rate of sales.—Federal 
Reserve Board. 
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LOCA 


Springfield, Missouri 

At the annual meeting of the Springfield Retail Credit 
\ssociation, Springtield, Missouri, the following officers 
and directors were elected: President Rex L. Russell, 
Zale Jewelry Co.; Vice President, Jack Speake, Heer’s; 
Secretary- Treasurer, Mrs. Wilma Grant, The Credit 
Exchange; and Assistant Secretary-Treasurer, Mrs. 
Wade Lawson, M. J. Sass Jewelry Co. Directors: Mrs. 
Loyd Metcalf, Killingsworth Clothing Co.; H. M. 
Zimmerman, Sedgwick Furniture Co.; Edna Wilson, 
Marx Clothing Co.; and Mrs. I. N. West, Barth 
Clothing Co. 


Providence, Rhode Island 

The Retail Credit Grantors of Rhode Island, Provi 
dence, Rhode Island, have elected the following officers 
ind directors for 1956-1957: President, Frederick H. 
Hardy, The Outlet Co.; Vice President, Harold B. 
Smith, The Shepard Co.; and Secretary- Treasurer, Clin 
ton W. Briggs, Providence Credit Bureau. Directors: 
Robert W. Clough, Atlantic Refining Co.; Herbert A. 
Doyle, Petroleum Heat & Power Co.; Sally E. Ham- 
mond, ‘Tilden-Thurber Corp.; Jay V. O'Dell, Old 
Colony Cooperative Bank; Lois J. Powell, Gladding’s; 
William A. Reed, Kay’s-Newport; Mary M. Roberts 
Manchester & Hudson Co.; Robert C. Savles, Rhode 
Island Hospital; and John ©O. Shepard, Industrial 
National Bank. 


Chattanooga, Tennessee 

\t the annual meeting of the Retail Credit \Men’s 
Association. Chattanooga, Tennessee, the following off 
cers were elected: President, W. Max Richards, Er 
langer Hospital; Vice President, Hubert Pless, Jr., 
Estate Management; and Secretary-Treasurer, George 
W. Lundy, Credit Bureau of Chattanooga. Directors: 
R. B. Brotbeck, Miller Brothers Co.; E. R. Cullis, 
Electrical Power Board; Mrs. Inez McGauthy, Pickett’s ; 
Kenneth McLemore, Hajoca Corp.; W. T. Hutson, 
Gilman Paint Co.; R. F. Turner, Sewanee Coal & 
Supply Co.; N. R. Burgner, A. Fassnacht & Sons; 
Walter P. Coppedge, American National Bank & Trust; 
I). B. Harris, Jr., Hamilton National Bank; Leslie L. 
Hudson, Johnson Tire Co.; Sidney Marks, Tennessee 
Valley Electric Co.; Mrs. Jo Hubbard, Sterchi Bros. 
Stores; and Stella Murphy, Citizens Savings & Loan 
Corp. 

Rochester, New York 

\t the annual meeting of the Rochester Retail Credit 
Association, Rochester, New York, the following officers 
and directors were elected: President, (jeorge | . Lead 
ley, Rochester Credit Men's Service Corp.; First Vice 
President, James V. Nolan, Rochester Gas & Electri: 
Corp. ; Second Vice President, Jack M. Milligan, Lincoln 


Rochester Trust Co.; and Secretarv-Treasurer, Lee P. 
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Pero, Credit Bureau of Rochester. Directors: Charles 
W. Herzog, Sibley, Lindsay and Curr; 
Rae Oil Co.; Arthur Desbrow, Security Trust Co.; 
Ernest W. Kennedy, Langie Fuel Service; C. Andrews 
Knott, Strong Memorial Hospital; Phyliss W. Mack, 
Phyliss V. Walden Flowers; and J. Bilger Bronson, 


Rochester Regional Hospital Council. 


Joseph Starks, 


San Jose, California 

ofhcers of the San Jose Retail Credit Asso- 
ciation, San Jose, California, are: President, W. J. 
Weeden, Bank of America; Vice President, W. D. Mar- 
tin, Golden's Home Furnishings: and Secretaryv- Treas 
ire Zeln a Patric k, Bob Covle ( hev rolet Co. Direc 
Snyder, American ‘Trust Co.; Satina Can 
irts; W. E. McPherson, Hale’s; Barney 
Morris Plan of California; and V. W. Phil- 

n State Co., Ltd. 


Bridgeport, Connecticut 
th annual meeting of the Retail 
rt, Bridgeport, Connecti 
directors were elected 
Bernard Glace “ars, Roebuck & Co.; 
Norman Devlin, Mitchell Dairy Co.; ° 
late, George B. Clark, Inc.; and Secre 
Kerr, Bridgeport Credi ing Bureau 
Kred Kekacs, Lerner Shops; Lillian Elovi 
Department Store; and Nicholas Badame, Out 
Co. 
Detroit, Michigan 
\t a recent meeting of the Retail Credit Association 
of Detroit. Detroit, Michigan, the following officers and 
Pres dent, Lou s 
I. Disner, Federal Department Stores; First V1 
dent, William K. Van Dusen, Fisher Wall 
Paint Co.; Second Vice President, G. Robert Myers, 
J. L. Hudson Co.; and Secretary-Treasurer, Paul FE. 
Thomas, Merchants Credit Bureau. Directors: Wilfred 
Berry, Kilgore & Hurd; Edward F. Buchanan, Winkel 
man’s; Nora Latour, Crowley, Milner & Co.; Mary M. 
Mitchell, Zuieback’s; Robert L. Stacey, National Bank 
of Detroit: Marinus Van Vurst, Detroit Edison Co.; 
ind Hugh M. Fitzpatrick, Michigan Consolidated Co. 


directors were elected for 1956 1957: 


Charleston, South Carolina 

At the organizational meeting of the Charleston Re 
tail Credit Managers Association, Charleston, South 
Carolina, the following officers and directors were elect- 
ed: President, P. S. Hunt, Belk’s; Vice President, FE. J. 
Coury. Time Finance Co.: and Secretarv- Treasurer, 
R. E. Molony, Credit Bureau of Greater Charleston. 
Directors: R. N. Bennett, Popular Finance Co.; Henry 
Berlin, Berlin's Men’s Store; M. H. Drews, Atlantic 
Paint Co.; and M. D. Steiner, Park Furniture Co 
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Recent Congressional Action on Skip Tracing 
and Bankruptcy Act—‘Jhe Senate passed 
called “skip tracing bill,” S. 2017, 
the use of “Federal” and 
agencies and private detective 

O)n House the bill 
of the Judiciary Committee 
and the bill 


the so 
designed to prohibit 


names svmbols by collection 


ivencies, 


the side was reterred to a 


sub 


committee which deferred 


ction 
S4th ¢ 
kor full text of he bill as it passed 


Vili } 
The Crepir Wortp for August, 


therefore, died with the end of th 


onvress 


the 


1956. page 
“ be noted that the yresent bill does not acti 


the words “skip tracing. It appears that 
senate Judiciary Committee, which recommended pa 


of the bill, contemplated that sl ip tracing was embr 


der general terminology of the | to wit, “invest 


or other private detecti 


\n amendment 


specihc illy referring to skiy I * may be desi 


In any subsequent bill 
were several 


these 


amending ;¢ In the Bank ru] 


‘Two ot increased the compensation of r 
idministration of the Bankruptey Act. In 


trustees 


oth 


the Case 


l ils in the 


who are appointed by the creditors 


it their irst meeting and whose duties embrace receiy 


ing, conserving 
ided 


compensation 


ind closing up the bankrupt estate 


Was proy cent 


in the sliding per 
based on moneys disbursed,’ 
mately 50 per cent over old rates, 
who are 


States District Judge or judges 


> : 
of Reterees appointed Dy 


ited the salary scale 


was increased $12,500 for full-time Referees and 


S15.000 for 
These 


constitute a 


trom 


SO,UU0U) tor part-time Referees, to full-time 


and $7,500 tor 


how 


maximum salar 


part-time Referees. rates, 


ever, are automatic but 
the 
the Judicial Conterence under requ 
fied in the Act. 
The Judicial Conterence is composed of | the 
the United Court 
niet Judge ot each ot the judicial 


B ink ruptey 


not 


scale or ceiling 


exact amount of which is 


tixed ny rements 
Chiet 
+} 


States Supreme ind T 
nine 
Referees in 


N.R.C.A. 


salaries of 


the 


Crease in the 


been tavored by 


Special Study of Consumer Installment Credit 


—A current chec it the Federal Reserve Board indicates 





Reading this publication carcfully 
and regularly wilt contribute to 
your success ara Credit Executive. 











Counsel, National 


« 


Ahow 
Retail Credit Association, Washingtony'D. re 
ae we a, at On 


Y Me peg” 


I turtner | nnouncement Nas been n 
respect * comprehensive 


on May 14, 


the 


which was announced 


study 
1956, on the an exchange of letters 
Federal Board 


President's Counsel of Economic 


that 


Dasis of 


between Chairman of the Reserve 


ind the Chairman of the 
l hat 


innouncement indicated the pro 


undertaken would be completed by 


ated now that study 


Depart- 


ave reserve had reached en 


rriculture 


Soil Bank Program—lhe A 


ment announced that acre 


million acres th gh final sign-up date 


1956. Tor the soil | program 


500,000 farmers participated and it is estimated 


»»? 


1 1) ~ 
i million farmers would earn nearly $225,000, 


' re pleted 
gram are completed. 


reduce current production of the six basic 
| 


wheat, cotton, rice, peanuts, and tobacco, 


e program may substantially improve purchasing 


the 


power, 
id credit 


position of 


| farmer. 


Limitation on “Fair Trade”’—The 
of Justice on July 16, 1956, 


charging 


Department 
that “‘actions 
price-Nxing highlighted the enforcement of the 


the 


announced 


anti-trust laws during first six months of 1956.” 


Mi Kesson W 


Robbins decision the Supreme Court held that the 


Announcement noted that in the U. S. v. 


—o 
trade” exemption trom the Sherman Act, viven to certain 


limited price-fixing agreements, does not include price 


nxing vreements with independent wholesalers when 


1 manufacturer who competes with them in 


selling his own products at wholesale. 


Total of Banks in United States Drops— 
The Federal Deposit Insurance Corporation has reported 


that banks in the United States have declined for the 


since 1947 Since that vear the 


, \ >> P 
peen reduced r\ 5 per cen to 


] 
ea 


however the 


is due chiefly to mergers, 


period number oft 


branch ban reased trom 4,220 in 1946 


1955, an increase 75.1 per 


cent 
} ° 


President Eisenhower’s 
sher L. Burdick (R. N. 
Your Con 


1 as follows 


Health—Concressman 
Dak.) in his 


oressn peaks,’ for August 9, 


commentary, 


1956. ob- 


> of those who think his | Ike’s] 


s now pt ious will be planted long 


t direction, 
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be Gaanting Credit in Canada ae) 


How a Store Increased Credit Sales 


ARTHUR BULLIED, Secretary-Treasurer, Credit Granters’ Association of Canada, Toronto 





ECI NTLY | discussed the results ota project one 


to bring down our loss of total sales to only $53,467.00 ? 
of our smaller department store credit managers And our collections kept going up as 
started about five vears ago. The city has a population “Our 


usual ' 


statistics show that in any normal vear, credit 
of 50,000 and serves an adjacent population area of over 


sales keep increasing, taking cash sales up along with 
LOO.000. 


them. As far as we are concerned credit sales are not 
Ihe change in credit policy was formulated in 1950 


and in 1951 they started actively merchandising with the 
assistance of four deferred plans: 


taken from cash sales, but credit business is new business 
Dringing in more cash transactions. 

“Carrying charges in 1951 were quite low 
30-day Charge Accounts. 
Budget Accounts. 
Instalment Contracts 


was due to Government Regulations. 

“Profit and Loss figures are not shown here, but they 
are quite normal each year, not too high but not too low 
Layaway Plan. either, just about the 14 of 1 per cent reported by the 

The credit department and particularly the Manager average department stores. 
of Credit Sales are now a recognized factor in the stead\ “Regular 30-day charge accounts are interest free 
development of the store. “They have progressed with course. Instalment contracts are charged at the 
forethought after properly assessing each change of of 9 per cent per annum on the balance after down 
policy and store practice to make credit merchandising ment, and revolving accounts at one per cent on 
an increasingly important part of their operation. balance at the end of each month. 

Following is a résume of their findings: “We started off five years ago with three girls and 

“We had been selling on charge accounts before, but myself. We now have five girls to handle our 6,000 
only to a selected few. There were also a few hundred ACCOUNTS. 
items sold every year on time contracts before 1950-1951 “Our charge and revolving accounts are on Cycle-nor 
but nothing to speak of, and definitely not on an organ descriptive billing, and we use a‘Sensimatic (Burrough’s 
ized basis. “Total credit sales amounted then to approxi billing machine along with a Burrough’s (Bell & 
mately $200,000 to $300,000 a vear. Howell) microfilming unit. 

“When checking our figures in the table below you “We could handle three to four times more business 
must remember that the actual amount of money invested with our Sensimatic and there is practically no limit to 
in credit does not reach as high as the amount of our our microfilming unit capacity 
accounts receivable, because the total receivables include “Here are the different plans we offer out 
the carrving charges which are added to sales. 


30-day charge accounts 
In some particular years, you may notice that the 


amount collected is higher than that of total sales and vet Self-explanatory. 
in that same year our receivables go up. The difference Budget accounts 
is made up mostly of carrying charges which do not re- 
quire more capital. The rest of the difference is sales 
tax 


l hose are revolving accounts which we offer ona 


six months’ basis, on which we charge an extra one 


per cent on the balance at the end of each month. 


Here is a good argument which can be used in 


connection with this report: Look at our year 1954, and Instalment contracts 


see what happened to our cash sales! They went down No down payment on durable goods. 15 per cent 
$115,420.00 from 1953. That is quite a drop. Don't down on soft goods. 


vou think we were lucky to have credit on our side then, 12 months to pay on a balance up to $150.00 


Credit Department Transactions for Five Years 


1951 1955 
CREDIT SALES . > ; , x 5 . , 66 $ 818,654.71 
CASH SALES ; ) $1,091, 7 $1. 319.52 90.899.5¢ $1.084,399.93 
POTAL SALES : 5 3 5 3 $1.903.054.64 
PERCENTAGI 

OF CREDIT SALES 

AGAINST TOTAL SALES 


COLI 
INTI 
ACC 


6RR.300.5¢ 


CTION 
I 17,466.91 


I 
REST CHARGES 

JUNTS RECEIVABLI 
End of vear 
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Maximum ot 18 months pav on tur 
goods. 
1\ electrical 


24+ months on appliances 


niture. 
36 months on durable goods for a balance 


$800.00 with a gilt-edged application. 


Layaway plan 


With 10 per cent deposit 


Notice the nice and steady increase in credit sales 
trom year to year. ‘That was all planned and expected 
ur sales and accounts receivable are going up at the 
desired rate keeping in line with the ratio of credit to 
total sales expected by management. 


We want our credit sales to keep increasing 


the 
time, but we must also keep our ratio within 50 per cent. 
We do it by having 


by sticking to it. 


an established credit policy and 
Of course we make minor chanves to 
our terms from time to time and treat special cases on 
individual merit, but generally speaking we stick to our 
policy. 


“We have what could be called a lax collection policy 


or maybe I should say a conservative policy. We follow 
up on collection procedure but there is nothing harsh 


We seldom repossess Or go 


ibout our notices or letters 
to court. We don’t have to because we never open a 
new account without getting 


lox il Credit 


a complete report trom our 
Bureau. We figure that by doing this 9 
out of 10 slow pay or bad pay applic ints are weeded out 
right at the start. 


Costs Kept to a Minimum 
Our cost of operation is kept to a minimum. The 
credit department which is situated on a mezzanine 
the back of the store on the main floor is not using any 
iluable floor selling space. 
Our equipment is modern, up to date, and very ef 
With de 


reciation spread over a period of many vears, their cost 


It saves us time, money and efforts. 


Is quite low. 

It is well known that credit customers buy more items 
ind more expensive merchandise than they would if they 
were pay ing cash. 


In addition to the increase in business the new credit 


policy resulted in our credit department becoming a 


revenue department. ‘Too often a credit department ts 


looked upon as a non-revenue department. Chis has not 


been the case here ur service charge on budget and 
instalment accounts more than pays the cost of all 

ation of the department, salaries included. In addition, 
this is a sufficient amount to cover the normal department 
space assessment and provides a profit on the actual 
operation not considering in any way the revenue from 
the large increase in business experienced by the store 
since the credit policy was inaugurated. 

We are happy with our credit operation ar 


not nor could not do withou 





New Officers and Directors 


Credit Granters’ Association of Canada 
The new officers of the Credit Granters’ Asso 
of Canada are: President, H. L. Hulme, Alumu 

(joods Limited Director, Nat 
tail Credit Association; First Vice President 
Thompson, The T. Eaton Co., Winnipeg, Mat 
Vice President, N. F. Belleperche, Baum & 
Windsor, Ont.; 


Bullied, Credit Granters 


‘| oronto, ( Int.. 


Limited, Secretary- 1 reasure! 
Association of Car 
Honorary Secretaryv- lreasurer 

Downie, Credit Bureau of Vancouver, Vancou 

ind Immediate Past President, K. G. Slocomb 

kinance Co., Ltd., Winnipeg, Man. Directors 

lespie, 4027 E. Hastings St., Vancouver, B. ¢ Norm 
\. Morphy, Patterson Motors, Limited, Ottawa, Ont 
R. O. Oxner, The T. Eaton Co., Canada, Limited 
Halifax, N. S.; W. H. Martin, Crescent Furniture 
Stores Regina, Sask.: T. M. F. Gerry 

Limited, Toronto, Ont.; and J. W. Wilson, Lasall 
Coke, Montreal, Que Directors-at-Large are Rit 
Barnes, W. McPhillips, Limited, London, Ontario, Pr 
dent, Credit Women’s Breakfast Clubs of North Ame1 
ica; L. S. Crowder, National Retail Credit Associatior 
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Sources of New Accounts 


HIS IS the third in a series of articles concerning 

credit sales promotion. In the first, we pointed out 
the necessity for credit sales promotion. In the second, 
the details that should be included in a credit sales pro- 
motion policy were discussed. Now, let us talk about the 
sources of new accounts. 

The objectives in successful credit sales promotion 
work are: “The manager of credit sales must find ways 
and means to replace those accounts normally lost every 
year and must also add new ones in order to contribute 
to the growth of the store. He must explore all possible 
means of winning back those who have ceased to use their 
accounts, and finally, he must diligently induce maximum 
use of all accounts on the books.”’ Simply stated, get new 
accounts, keep the old and sell more goods to all. 

There is no ceiling to the sources of new accounts for 
a store. Wherever there are people there are customers; 
wherever there are customers there are also credit pros- 
pects. However, it is important for a store to select 
from the multiple sources of new accounts those most 
acceptable to the store and those to whom the store’s 
particular merchandise and service will have an especial 
appeal. As a preliminary to the development of a credit 
sales promotion program we suggest that some research 
be undertaken of the present business of the store. We 
must know where we are now before attempting to ad 
vance. 

Extent of Sample 


A sampling of, say, 25 accounts from each letter of 


the alphabet would provide a good cross-section of the 
entire list. Listing these, and consulting the original 
application card and the ledger, an almost limitless 
amount of revealing data is made available. “The man- 
ager of credit sales, working with top management, must 
decide the amount and nature of the information required 
from such a survey. Here are some of the facts that 


the survey will reveal. 


l. Average annual purchases per account. 
Average annual merchandise returns per account. 
\reas of the shopping territory producing the g 
est amounts of sales. 
4. Occupational groups, income brackets, ave 
and other characteristics of customers. 


» Price ranve ind type of merchandise most favored. 


These are only a few of the details that a survev ‘of 


a charge account list can bring to light. It will be 


ognized that such a survev will not benefit 
manager of « redit sales by en ibling him to direct efiicient 
ly his promotional activities, Dut le survey 


of great use to the lirms general manager, merch 
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managers, publicity and service departments. From the 
findings of such a survey, operating problems, mer- 
chandising choices, advertising budgets and other store 
keeping decisions will be greatly simplified and based on 
known facts rather than on guesswork. 

We will assume now that such a survey has been made 
and from the results a credit sales program has been 
prepared.’ ‘This program will be as carefully thought out 
as are the merchandising, publicity and operating p 
grams of the store. Not “hit or miss’’ but aimed for a 
specific and defined target. 


Here ire some sources of new accounts: 


1. Newcomers to the community. One-third 


people move each year and CTOSS county lines 
America is a nation on the move!) 
Young people reaching the ive of indepe ndent 
Here is a rich and generally untapped sour 
accounts, 
Newspaper items about people. Births, n 
deaths, promotions, appointments, and all the 
occur in people’s lives and make news. ) 
4+. Present cash customers. Bank checks 
layaway, mail and telephone orders. 
5. Newspaper advertisements, with coupon 
6. Publicity in store. ; Signs and cards 
rooms, restaurants, elevators and every pla 
them. ) 


(Mailing lists of teachers, ch 


| . , 
bers, executives, professional men and women, and 


people can see 


7. Direct mail. 


many lists that are usually readily available. 


. Silent” interviewers. Reach > “shy”’ people 


9, Employee contests. d nost fruitful and inex 

*nsive source, 

10. Present charge account customers. 
who owns one.”’ 

11. New charge account applicants. Give 
tion blanks for friends to complete and mail in 

12. Directories. Street, suburban, telephone, cx 
cross, credit rating books and many others. ) 

sonal representatives calling at homes, offices, 

clubs, etc. 

14. Membership rosters of chambers of commerce, 
service and social clubs and others. 

fen Profession il door-to door solic itation 
ized experts. 

16. Window displays “selling 
credit 

‘| his list « uuld be expanded almost indefinite] 


t 
resourcefulness and imagination of the manage 
, 


1 , 
sales will In devising new an 


avenues for his new account promotions. 











we shoul: 
ves to these 


those advantaves 


motion appeals be + *T more 
L hese are some advantages of havin 
tablished 


obviates the necessity of 1round 


sums of money subject to loss or theft. 
Credit simplifies telephone and mail-order shopping. 
Credit gives the advantages of notification of special 
events, money-saving sales and merchandise information. 


5 


Credit encourages friendship with salespeo 


| 
ple thus 
ensuring personal attention, 

6. Having credit established in the community gives 


a person a reliable means of identificat for such 
personal 


services as check cashing and the 


/. Credit, properly and wisely used, develops a sense 


personal responsibility and good citizenship which 


es tor better contr ! to the vener il comn 


Ways to Reach Prospects 


11 
what means shall we reacl if 


+} 


1ou 


le more common 


Credit departmen 

Che Crepir Wor.p devotes 

rv month N. R. C. A. 

ottered a letter-writing service to 

member,rs, it sale ~ letters should be compelling clear 

courteous id constructive They should stress the 

“customer advantage” in the acceptance of credit facili- 

ties ottered. All the varied aspects of letter-writing are 

discussed every month in the Credit Department Letters 
page of The Crepir Wor-p. 

‘The Creprr Wor.p also publishes regularly informa- 
tive articles concerning credit sales promotion. “Two such 
appeared in the April and May issues, 1955. The first 
article, “Promoting Credit Sales,” by Harold Genzer, 
Genzer and Sons, Winnipeg, Manitoba, Canada, offers 
excellent suggestions. A re-reading of that article is 
advised. In the May, 1955, issue, Dean Ashby, Credit 
Manager, The Fair, Fort Worth, Texas, Past President 
of the National Retail Credit Association, has an article 
titled, ““The Continuing Promotion of Active Charge 
Accounts Pays.”” Mr. Ashby is known nationally for his 
highly successful credit sales promotion. This is another 
article that deserves re-1 1ding. 

We emphasize ayall the tact that successful 


sales promotion is a n of careful and thoroug 








he could be classified ; h. When vou s 
that the hosp tal business } nked the 
business in the country 
hed as an outsider; he 
ranking. 

r 


4. Is he a cold st 


ot the most 


ayggravat 
reterred to as a num 
an order. Our p 
i human person with 
reterred 
5. Should we a 
Detin tel not. i ikes two pe 
irgument. It i por then, that 
most if 


Ww ho 


lways 


comes to us 


is conhdence 


It l imperat 


people take the posi 
8. The patient is the lifeblood of e\ 
without the patient we would have no job 
job there would be no pay check, and with ni 


1 think you would find it very hard to get alon 


Treat your patient as a special individual, for every- 
vou do for the sick or infirm will come back t 


hundred-fold. 





and then enthusiastic vigor } developing 

the most promising avenues of effort. As we stated in 
a previous article, a separate budget should be set up tor 
credit sales promotion and nothing be allowed to inter 
fere with the complete carrying out of the program 
agreed upon. Credit sales promotion should be a 
spasmodic procedure, picked up now and then and 
It should be a steady, 


W! en approac hed in 


dropped at the least provocation. 


continuous and planned ettort. 
! 


lars spent in credit sales promotion will 


the do 
most rewarding investment. 


uss the 
x*** 
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Congratulations 


Dallas Retail Credit Managers 
Association 








N SEPTEMBER 18 the Dallas Retail Credit Managers’ Association will cele- 
brate its 40th anniversary at a dinner to which all members, particularly the 
“old-timers,” have been invited. 





When the Dallas Association was organized in 1916 the National Association, 
then known as the Retail Credit Men’s National Association, was only four years 
old and had a membership of slightly less than 1,000. 


It is fitting that a Dallas credit executive, Wimberley C. Goodman, will be 
S ¢ 
present in the capacity of president of the National Retail Credit Association. No 
doubt another past president, Robert A. Ross, executive vice president of Neiman- 
Marcus, Dallas, will also attend. As one of the organizers and first president of 
the Association, I shall be there. 


The Dallas Association holds highly constructive weekly meetings and is a 
leader in the credit field; it has conducted many schools in Credit Fundamentals, 
Credit Management, and Business Letters. It was my privilege some fifteen years 
ago to attend a class in “Streamlined Letters” at which the author, Waldo Marra, 
was the lecturer. Enrollment exceeded five hundred and on that particular night, 
in spite of inclement weather, there was almost perfect attendance. 


Upon affiliation with the National Association in 1916 all members automati- 
cally became National members. Dallas, fourth in National standing, has a mem- 


bership of 1,033. 


The Merchants Retail Credit Association is rated one of the most progressive 
and up-to-date credit bureaus in America, a result of the fine cooperation of its 
members and the sound foundation on which it was built by J. E. R. Chilton, Sr., in 
the late nineties. The efficient, enthusiastic management and farsightedness of his 
sons, J. E. R. Chilton, Jr., and Howard G. Chilton, have contributed much to the 
success of the bureau and the excellent service rendered its members. 


To the president of the Association, John W. Stovall of the Republic National 
Bank, its officers and splendid Board of Directors and the entire membership, we 


extend our best wishes for continued progress and outstanding accomplishments. 


Ge ne ral Vane er Treasure) 
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Mr. Credit Execute 
> Here is a 
ave your accounts: 

pd pra ode especially for your needs. 





To assist Credit Departments in performing a more efficient credit 
control on past-due accounts, we have several times during the past 
few years revised the Age Analysis form reproduced below. Over 
2,000,000 have been sold to date, testifying to its success. 

It is especially effective for smaller stores for use in collection 
follow-up and placing restrictions on accounts. 


The size 914,” x 12” and they are padded 100 to a pad. Prices: 
100, $1.50; 500, $5.00; 1,000, $9.50. Postage extra. Special prices on 
larger quantities. Order Age Analysis Forms No. 721, today, from your 
Credit Bureau or National Office. 
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ACCOUNTS RECEIVABLE AGE ANALYSIS 


NAME OF FIRM 





MONTH OF 





Present 
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Effective ({) 1.1) Collection Stickers 
That Produce Hesults 


... You don't have to wait till you find the end of 
the rainbow, there is gold in these dignified Stick- 
ers. Ass an aid to collections, they will prove 
“golden” to you, reducing your accounts receiv- 
able and enabling you to maintain an enviable 
collection record. This series has proved out- 
standingly successful. Hundreds of thousands of 
these Stickers have been used by our members in 
recent years. Shown actual size, they are printed 
in gold ink on white gloss coated gummed paper. 


ONLY 333-00 4 THOUSAND 


Assorted $3.50 a Thousand, in lots of 100 
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